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Rough Proofs 


Business is improving, J. H. M. 
reports. A New York retailer who 
put on a special sale, featuring a 
“Discontinuing Business” sign, is 
now running another special sale 
based on “Continuing Business.” 


<<. 


The Association of National Ad- 
yertisers is going to hold its annual 
meeting at Atlantic City in Novem- 
ber. By that time they'll be able to 
say, “Come on in, the water's fine.” 

vvy 


Henry Ford’s town has a new ten- 
cent cigarette, the Ramrod. No, 
you're wrong—the price is not 
f. o. b. Detroit. 
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A manufacturer of an oil filter has 
been sued for $1,000,000 for alleged 
patent infringement. This is the 
sort of situation where it’s proper to 
remark, “Thanks for the compli- 
ment.” 

vvwy 


A home bar is being featured by 
a Milwaukee furniture manufacturer, 
who evidently doesn’t agree with 
some other Milwaukee enterprises 
regarding the imminence of the pub- 
lic bar. e 

7, Ff FY 


Cellophane has been adopted as 
the official packaging material for 
fresh dates. The only things not 
won over to Mr. duPont’s favorite 
product seem to be babies and 
chorus girls. 

vvwgy 


“Use of the picture of a building 
in its advertising, so as to tend to 
deceive buyers into believing it 
owns or occupies the entire build- 
ing,” is prohibited in a recent ruling 
of the Federal Trade Commission. 

But nobody can prevent the ad- 
vertiser from showing grandpap’s 
whiskers. 

vv¥seey 


McCall's, by publishing three maga- 
zines in one, has demonstrated that 
women really have triple personali- 
ties. Men, as everybody knows, 
have only two—Dr. Jekyll and Mr. 
Hyde. 
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It’s dangerous, though, to try to 
limit women’s interests. You re- 
member the dictum of Kaiser Bill— 
that women’s three interests were 
kitchen, church and children—and 
look what happened to him. 

vvgy 


Salesmen have proved to be the 
best customers for DeSoto automo- 
biles this year, a recent sales anal- 
ysis reveals. Now if Roy Peed will 
prove that advertising salesmen fig- 
ured in this list, he can count on at 
least one more solicitation. 


7 ore 


Eddie Guest is to broadcast for the 
Household Finance Corporation. If 
they could only add Kate Smith to 
this program, what an orgy of sweet- 
Ress and light there would be. 
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“Research for the small adver- 
tiser,” is recommended by ADVERTIS- 
Inc AcE. His principal research 
right now is keeping up with the 
free deals announced by his big com- 
petitors. 
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So many advertisers are going 
after the youngsters with alluring 
inducements that they won't have 
any time left to play baseball or sell 
the magazines. 

Cory Cus. 


PUT CAMPAIGN 
BACK OF JUICE 
OF PINEAPPLES 


Big Producers Form New 
Association 


San Francisco, Sept. 8.—With for- 
mation of Pineapple Producers’ Co- 
operative Association, Ltd., embrac- 
ing all of the important pineapple 
canners, the track has been cleared 
for a $1,000,000 national campaign on 
behalf of canned pineapple juice. 

The decision to feature the juice 
rather than pineapple itself is said 
to have been reached because of the 
desire to open entirely new markets 
for the producers, at the same time 
expanding the present demand for 
canned pineapple. Recent perfection 
of a device for extracting the juice 
was also considered. 


To Stress Convenience 


Copy probably will follow the time- 
tried Sunkist pattern, with the addi- 
tion of a new health angle. The 
convenience of the canned juice, 
eliminating the need for squeezing or 
other preparation, will be stressed, 
as will its economy and the fact that 
pineapple juice may be kept in the 
refrigerator indefinitely without spoil- 
age. The local office of J. Walter 
Thompson Company will be in 
charge. 

Formation of Pineapple Producers’ 
Co-operative Association, Ltd., and 
the decision to go ahead with plans 
for a national campaign on behalf of 
the fruit and its juices was hastened 
by reports that a sizable proportion 
of the 1931 pack of 12,900,000 cases 
would have to be carried over for 
sale with the current pack, which, it 
is estimated, will total little over 
5,000,000 cases. 

Members have agreed to co-opera- 
tive effort for a ten-year period, but 
may resign from the group after two 
years. 

Have Huge Output 


The association includes nine mem- 
bers, their combined output equaling 
the world supply. With their 1932 
quotas, the major seven members 
rank as follows: 

California Packing Corp., 1,865,771 
cases; Libby, McNeill & Libby, 1,385,- 
052 cases; Hawaiian Pineapple Co., 
995,734; Haiku Pineapple Co., 443,- 
196; Baldwin Packers, 236,376; Kauai 
Pineapple Co., 225,162; Hawaiian 
Canneries, 144,560. The first three 
of these have been consistent adver- 
tisers. 

Head of the new association is El- 
von Musick, Los Angeles lawyer who 
was instrumental in its formation. 
Charles R. Hemenway, vice-president, 
Baldwin Packers, is vice-president, 
and H. A. Walker, vice-president, 
American Factors, is secretary-treas- 
urer. 

While headquarters for the group 
will be maintained in Honolulu, the 
marketing committee, which will di- 
rect all advertising efforts, will main- 
tain headquarters in San Francisco. 
Members of this committee are: R. 
M. Barthold, chairman of the board, 
California Packing Corp.; H. E. 
MacConaughey, vice-president and 
sales manager, Hawaiian Pineapple 
Co.; W. A. Gelerson, western man- 
ager, Libby, McNeill & Libby; John 
Speyer, San Francisco manager, 
Baldwin Packers. 


Intenswe Effort Marks 
Climalene Sampling Drive 


See Downward 
Trend in Rates 
Of Newspapers 


New York, Sept. 8.—A trend to- 
ward reduction of newspaper rates 
continued this week, though one or 
two dailies made upward revisions. 

St. Louis Post-Dispatch announced 
discounts for volume use of its Sun- 
day rotogravure picture section, 1,000 
lines costing $1; 2,000 lines, 90 cents 
and 5,000 lines, 85 cents. Yearly in- 
sertion contracts for monotone only 
also provide a lower rate than here- 
tofore, based on 6, 13 and 26 inser- 
tions. 


An interesting feature of the Post- 
Dispatch change was the offer of a 
special group discount of 10 per cent 
on rotogravure and color advertis- 
ing where the same copy appears in 
five or more newspapers. To earn 
the discount orders must be received 
before Jan. 1, 1933. 

Agencies and advertisers wishing 
to take advantage of this special dis- 
count must attach to the insertion 
order a letter requesting the special 
group discount and giving the names 
of four newspapers other than the 
Post-Dispatch which are to publish 
the advertisements covered by the 
order. 

This plan, it is said, was designed 
primarily to popularize rotogravure 
and color advertising. 


Other Rate Changes 


Akron (0.) Times-Press reduced 
evening rates from 14 to 12 cents a 
line, and Sunday from 13 to 11 cents. 

Bridgeport (Conn.) Post and Tele- 
gram reduced morning and evening 
rates from 15 to 134% cents and Sun- 
day from 10 to 8. 

Milwaukee Sentinel and Wisconsin 
News abandoned their forced combi- 
nation for local advertisers and re- 
vised certain local space classifica- 
tions downward. 

Bridgeport (Conn.) Times-Star in- 


CONVENTION FIGURE 


H. A. Lyons, Bankers Trust Co., 
New York, will preside at several 
sessions of the 17th annual conven- 
tion of Financial Advertisers Asso- 
ciation, which opens at the Con- 
gress Hotel, Chicago, Sept. 12. 
Mr. Lyons is first vice-president of 


the F. A. A. 


creased local rates one cent a line. 

Downward revision of national ad- 
vertising rates has been announced 
by Tulsa (Okla.) World, 16 cents 
daily and Sunday, compared with 16 
and 17 formerly; Tulsa Tribune, 16 
to 14 cents; Jackson (Miss.) News, 
10 to 8 cents; Hendersonville (N. 
Car.) Times-News, gross discount of 
25 per cent until further notice; 
Hamilton (O.) News, 4% to 3 cents 
a line. 

Detroit Free Press and Chicago 
Times have reduced Sunday rates to 
week-day levels. 

In the magazine field, Movie Ro- 
mances has reduced rates from $5 to 
$1.25 a line, circulation also being 
cut. 


Last Minute News Flashes 


G.M.C. Stockholders Reach Peak Figure 


New York, Sept. 9.—The steady increase in stockholders of General 
Motors Corporation which has featured the past two years continued 
through August, the total now being 364,401. 


Twenty-two Agencies Seek Chrysler Account 
Detroit, Mich., Sept 9—Chrysler Corp., which let it be known that 
new agencies would be appointed for two of its cars, received 22 presenta- 


tions. Their analysis is continuing. 


Lux Gets Added Value in “Liberty” Copy 


New York, Sept. 9.—The suicide which made Jean Harlow a widow 


gave added attention value to Lux copy in the current Liberty. 


It quoted 


Miss Harlow as saying her 20 years bear lightly on her because of her 


use of this toilet soap. 


Atwater Kent Back in Newspapers 


Philadelphia, Pa., Sept. 9—Atwater Kent Mfg. Co. released a news- 
paper campaign this week featuring a contest for which entry blanks may 


be obtained from dealers. only. 


Berg, Ex-President P. A. C. A., Dead 


Portland, Ore., Sept. 9—Charles F. Berg, 61, former president, Pacific 
Advertising Clubs Assn., died here. He was prominent in organized adver- 


tising since 1911. 


Ten Cent Coupons Are 
Delivered to Million 
Chicago Homes 


Canton, O., Sept. 8—The Climalene 
Company began one of the most pre- 
tentious sampling operations in the 
history of merchandising this week, 
selecting Chicago, noted hard-water 
metropolis, as its first objective. So 
important was the campaign re- 
garded that H. R. Ickes, sales di- 
rector, established headquarters in 
Chicago for the week. 

The sampling took the form of 
coupons, instead of merchandise. Big 
Four Advertising Carriers’ crew of 
trained operators handled the dis- 
tribution of 1,000,000 coupons, which 
was restricted to parts of the city 
rated as of average or better buying 
power. 

The coupon entitled the housewife 
to one ten-cent can of Bowlene free 
with each purchase of Climalene. 
Grocers were told they would be sent 
ten cents in cash promptly for every 
coupon turned in bearing the signa- 
ture and address of the buyer. 


Plenty of Publicity 


The sampling operation was made 
amid the blare of trumpets, in con- 
trast with the somewhat furtive 
methods prevailing a few years ago. 
Each carrier was attired in a smock 
carrying the Climalene - Bowlene 
trade-mark and story. Most of the 
latter was placed on the back of the 
smock, on the theory that house- 
wives do most of their looking after 
the distributor has left his literature 
and departed. 

For what is believed to have been 
the first time, the identity and im- 
portance of the sampling company 
was given prominence in advertising. 
The newspaper copy was confined to 
news of the deal, urging housewives 
to capitalize it. Station WBBM, 
however, gave the opportunity new 
importance in eyes of listeners by 
emphasizing that the Big Four Ad- 
vertising Carriers, employing trained 
and uniformed men, would call with 
their coupons. 

Newspaper copy will come to a 
climax Saturday with a color page in 
the Chicago Evening American. 

Merchandising co-operation extend- 
ed by the newspapers and others 
brought close co-operation from 
chain, as well as independent gro- 
cers. National Tea Company, for in- 
stance, advised all its outlets that the 
campaign would break on a certain 
schedule and to take advantage of 
the advertising by identifying them- 
selves with streamers provided by 
the company. 

Jobbers beat a tattoo on doors of 
independent grocers, urging them to 
stock up with the two products in 
anticipation of the demand to be 
created. 

Call on Grocers Too 


Supervisers of the company dis- 
tributing the coupons paused to pay 
their respects to every corner grocer, 
who had already received folders ap- 
prising them of the deal. They were 
followed by Climalene salesmen, who 
expressed willingness to take orders 
for delivery through the regular 
channels. This close follow-up was 
made possible by contacts every two 
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September 10, 1932 


hours between the sampling super- 
visers and salesmen. 

Initial distribution was confined to 
Chicago, followed by coverage of 58 
suburbs. 

Climalene has long been known 
as a saver of soap and elbow grease 
by softening water. It can, where 
desired, be used without soap. Bow- 
lene, a preparation for cleaning toilet 
bowls, is less well known, hence is 
made the tail to the kite in the cur- 
rent campaign. 

Wisconsin cities will provide the 
next ports of call in the Climalene 
drive. 


United Paper Has Agency 


United Paper Sales Co., New York, 
has placed its advertising with Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee. Business papers and di- 
rect mail will be used. 


Jolly is Agency Partner 

With the addition of Fred R. Jolly 
as a partner, Monfort-McNutt Agency, 
Berkeley, Cal., has become Monfort- 
McNutt & Jolly. Offices have been 
moved to 2161 Shattuck Ave. 


Hailey Joins “News” 

H. W. Hailey, formerly with EI! 
Paso (Tex.) Herald-Post, has joined 
San Francisco News as display pro- 
motion manager. 


Furniture Men 
Hail Discovery 


Of ‘Homitosis’ 


St. Louis, Mo., Sept. 8—A cam- 
paign run by the St. Louis Star and 
Times to stimulate public interest in 
home furnishings has attracted so 
much attention in the furniture in- 
dustry that it may become the basis 
for national advertising featuring 
“homitosis,” catch-word devised by 
the newspaper. 


“Homitosis” is believed to be a lit- 
tle brother to “halitosis,” of Lister- 
ine fame. However, the newspaper 
campaign has given it a meaning all 
its own—bad taste in home furnish- 
ings. 

The copy is written in the best 
current style, one headline asserting 
that “To see her on the street you’d 
never believe she had homitosis.” It 
explains that this disease is “due to 
carelessness or inattention to the lit- 
tle but important details that pro- 
duce a harmonious tone in assem- 
bling furniture. 

“More often it ‘is the result of tol- 
erating a worn or out-of-date piece 
of furniture in an otherwise per- 
fectly furnished room. 


“Maybe your best friend will tell 
you—if you ask—whether she thinks 
you have Homitosis.” 

National Retail Furniture Associ- 
ation and a number of individual 
manufacturers have expressed inter- 
est in the copy, which was used in 
outdoor advertising car cards, direct 
mail and window displays as well as 
in the daily’s own columns. 


“Friendly Receivers” 
for Waterbury Clock 


Langdon H. Roper and L. Allen 
Osborne, Jr., president and executive 
vice-president of Waterbury Clock 
Co., Waterbury, Conn., have been ap- 
pointed receivers for the company in 
a friendly action brought by stock- 
holders. 

The company reports more orders 
on hand now than at any time dur- 
ing the past two years. 


Smith to Hamman-Lesan 


Arthur Smith, former manager, 
Roy Alden Advertising Agency, San 
Francisco, has joined Hamman-Lesan 
Co., San Francisco, as account execu- 
tive. 


Cutter Names Dake 


Advertising of Cutter Laboratory, 
Berkeley, Cal., biological products, 
has been placed with Dake Advertis- 
ing Agency, San Francfsco. 


—and now Trenton! 


THE R. C. 


MAXWELL 
COMPANY 


with its greatly enlarged facilities in the poster field in the 
Trenton area, following its recent acquisition of the Trenton 
Advertising Company and its subsidiaries, Trenton Poster 
Advertising Company and Trenton Outdoor Advertising 
Company, can now offer National advertisers an unequaled 
service. With the now merged Maxwell and Trenton Ad- 
vertising Poster Plants, a comprehensive program is rapidly 
being completed as follows: More individual locations, the 
elimination of multiplied units formerly existing, a greater 
coverage by far than any other plant in the country, a well 
organized cooperative merchandising service and all with 
Maxwell management based on thirty-six years’ experience 
in the outdoor advertising field. 


EXECUTIVE OFFICES: 
725 EAST STATE STREET 


The B.C Maxwell Co. Trenton N.S 


SLIDING SCALE 
ONE SUGGESTION 
BY E. E. CALKINS 


Commission System Has Bro- 
ken Down, He Says 


Washington, D. C., Sept. 8.—A 
sliding scale of discounts for agen- 
cies was recommended by Earnest 
Elmo Calkins, formerly of Calkins 
& Holden, in the current issue of 
Nation’s Business. A fee basis and 
payment on results were suggested 
as alternatives by Mr. Calkins, who 
expressed the opinion that “the com- 
mission system has broken down 
under stress of competition.” 

“The real difficulty of the com- 
mission basis is this—if $15,000 is 
fair pay for handling a $100,000 ac- 
count, isn’t $150,000 a little high for 
a million?” he wrote. 

“Or if the latter is just and ade- 
quate, then the smaller advertiser 
is getting more than he pays for, 
which was actually the state of af- 
fairs for some years.” 

Mr. Calkins paid a tribute to the 
advertising agencies of the country, 
asserting that what agencies as a 
whole have done for business in the 
last quarter-century has been more 
than worth all they have received 
for it. 

He believes, however, a new sys- 
tem of paying for agency service is 
almost certain to be evolved. 


Basis for Payment 


“Agencies might agree on, say, 25 
per cent for an account up to $50,- 
000; 20 per cent up to $100,000; 15 
per cent to $500,000;'10 per cent up 
to a million and 5 per cent over a 
million,” he suggested. 

“The figures are unimportant, 
though they are roughly what pre- 
vails. More work and greater ex- 
pense are involved in handling a 
large account than a small one, even 
if it does not increase in proportion, 
though it sometimes does.” 

Discussing the fee system, Mr. 
Calkins said this has not had a fair 
trial, because many agencies which 
are supposed to be paid extra for ad- 
ditional services regard this help as 
feeders to hold big accounts. 

“A fee basis might be either a 
fixed monthly payment covering all 
activities,” he explained, “or fees 
charged for various services large 
and small, something as a lawyer’s 
bill is made out. 

“It might be argued that agents 
will never get as much from the fee 
basis as from the commission basis. 
That is true but they will never get 
as much from the commission basis 
as they once did. And the fees can 
be and should be in proportion to 
the value of the service rendered, in- 
stead of a mere cost charge as in 
the past. 

“Third, payment on results. The 
most logical but the most revolu- 
tionary suggestion is to pay the 
agent a percentage on profits result- 
ing from his work. This is done suc- 
cessfully in other lines but never to 
my knowledge in advertising work. 


Make for Understanding 


“It would require a mutual under- 
standing between client and agent 
of almost ideal proportions and the 
fullest confidence between them. If 
such an arrangement had prevailed 
during the ten years after the war 
most agents would have done bet- 
ter than they have on the commis- 
sion basis. 

“I have often felt a vain regret 
that I did not with each new ac- 
count buy a moderate amount of the 
client’s stock, say 100 shares, at the 
beginning of the relation. Had I 
done so I would now be rich, so great 
was the increase for most adver- 
tisers in the 20 years before 1930. 

“A client often asks his agent, ‘If 
it were your money, would you 
spend it this way?’ 

“This new basis would give more 
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SEES NEW ERA 


E. E. Calkins 


point to that question. The agent 
would have to spend the money as 
if it were his own. It would mean a 
definite understanding as to policy 
and plan, but it would give force to 
the agent’s recommendations that 
his profit would come only if he 
made good. 


“As it is now, urging an increased 


appropriation always carries a sus- 
picion of self-interest. If the agent 
were paid on the amount of profits 
instead of on the amount of appro- 
priation, he could make such recom- 
mendations with a clear conscience.” 

Mr. Calkins gave his analysis of 
radio, which he said is receiving a 
larger share of appropriations than 
it will when time has tested its 
brass-tacks value in selling goods. 


Fulfilled 


“Radio is to most advertisers the 
realization of their secret dreams,” 
he said. “They have long wanted 
to talk directly to the whole nation. 
The slow process of preparing ad- 
vertisements and waiting weeks for 
them to appear in magazines, or 
even days for newspapers, does not 
give them the exhilarating feeling of 
getting at the public. 

“Most advertisers suffer from the 
complex of that king who wished 
that his people had but one neck that 
he might sever it at a blow. They 
want to reach their possible custo- 
mers more directly, and radio gives 
them a feeling of power which out- 
weighs many limitations and draw- 
backs that must some day be more 
accurately appraised. 

“But irrespective of what relative 
value is finally assigned to radio as 
an advertising medium, it will as- 
suredly remain one to be reckoned 
with.” 


Dreams Are 


Livingston Agency 
Enlarges Its Staff 


Joseph Sill, Jr., former northwest 
manager, Pacific Railways Advertis- 
ing Co., and Emerson Foote have 
joined Leon Livingston Advertising 
Agency, San Francisco. Truman L. 
Clark, formerly with Union Litho- 
graph Co., has joined the Los An- 
geles staff. 

Advertising of Alexander Hamilton 
Hotel, San Francisco; Vista Mar 
Monte, Santa Barbara; and Grand 
Hotel, Santa Monica, has been placed 
with the agency. 


Stypes and Allison 
Join M. C. Mogensen 


Arthur W. Stypes and J. C. Alli- 
son, formerly of Stypes-Allison, Inc., 
have joined M. C. Mogensen & Co., 
Pacific coast newspaper representa- 
tives. Mr. Stypes was elected a vice- 
president. 

S. H. Williams has _ purchased 
Stypes-Allison, Inc., and will operate 
it as Williams & Co., with headquar- 
ters in San Francisco. 


I. B. M. Leases Machines 


International Business Machines 
Corporation has added a cosmograph 
or charting mechanism for producing 
graphic analyses of figures and a 
unit control tabulating machine to 
its line. The machines will be placed 
on a lease basis. 
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SHOPPING NEWS 
DEFENDANT IN 
$150,000 SUIT 


Coast Mayor Sues; Detroit 
Gets 2nd Paper 


Oakland, Cal., Sept. 8.—Alleging 
libel, Mayor Morcom has filed suit 
for $150,000 against San Francisco 
Shopping News Co., which prints 
Oakland Shopping News as well as 
its twin across the bay. 

The Mayor alleges articles pub- 
lished by the shopping paper were 
“actuated by malice” and “with in- 
tent and design to injure, disgrace 
and defame” him. 

Some time ago Mayor Morcom 
sponsored an “anti-litter” bill in the 
City Council. Its passage would have 
prevented distribution of the shop- 
ping paper, among other advertising 
matter. It was defeated. 

The Mayor is now a candidate for 
Congress. 


Another for Detroit 


Detroit, Mich, Sept. 8—Though 
Shopping News has existed here for 
some time as a co-operative venture 
of local merchants, it was given com- 
petition this week with the appear- 
ance of Shopping Herald. 

The Herald is an independent ven- 
ture. The initial issue contained 
eight tabloid pages.. A distribution 
of 200,000 is claimed by Zenas W. 
Wonsetler, the publisher, who has 
been connected with various neigh- 
borhood weeklies. 

J. Jerome DuMahaut, formerly 
with the Detroit Mirror, is advertis- 
ing manager. 


O. A. I. Appoints Two 


E. B. O’Keefe, formerly general 
sales manager, John Donnelly & 
Sons, Boston, has been appointed 
New England representative of Out- 
door Advertising Inc., New York, 
with headquarters in Boston. H. A. 
Bowman, formerly with Donaldson 
Lithographing Co., will represent the 
company in Cleveland. 


Account for Vaughan 


George W. Vaughan, Madison, Wis., 
has been appointed to direct adver- 
tising of Johnson Puro-Kake Prod- 
ucts, Inc., new company. Business 
papers and direct mail will be used 
in promoting a cake to prevent ab- 
sorption of odors by foods in refrig- 
erators. 


Form New Service 


Art Counselors Service has been 
formed at 629 S. Hill St., Los An- 
geles, to sell services of free lance 
artists, James N. Doolittle, photog- 
rapher, and Rising-Hammond, typog- 
raphers. J. E. Vaida is general 
manager and David Brown, sales 
manager. 


Joins Marshall-White 


John W. Desbecker, at one time ad- 
vertising manager of Eberhard Faber 
Pencil Co., has been appointed man- 
ager of the New York office of Mar- 
shall-White Press, Chicago. 


Two Appoint Ring 
Advertising of American Malt 
Flavor Company and Wavilox Com- 
pany, St. Louis, has been placed with 
John Ring, Jr., Advertising Co., St. 
Louis. 


Start Real Estate Paper 


National Property Owners Ez. 
change Guide has been started as a 
monthly by Andor T. Nogrady at 309 
Thomas Bldg., Ft. Worth, Tex. 


Screenland Unit Appoints 
George M. Kohn, Inc., Atlanta, has 
been appointed southern representa- 
tive of Screenland Unit. New York, 
Silver Screen and Screenland. 


Kelly With McJunkin 

Charles F. Kelly, formerly with 
Yost Co., St. Louis, has joined 
McJunkin Advertising Co., Chicago. 


No Tax on Parts 


Chrysler Corporation has obtained 
a ruling from the commissioner of 
customs which permits their Cana- 
dian plant to import parts or acces- 
sories without paying duty on the 
amount of the U. S. tax on automo- 
biles. 


Brown Gets Commission 


Richard E. Brown, publisher of 
Wire and Wire Products, New York, 
and secretary of the Wire Associa- 
tion, has been commissioned a major 
in the U. S. Army reserve corps. 


J. W. Johnson Is Dead 


James Wood Johnson, 76, president 
of Johnson & Johnson, Inc., New 
Brunswick, N. J., surgical goods and 
drug sundries, died last week while 
returning to the United States on the 
Majestic. 


Advertising to 
Engross Meeting 
of Undertakers 


Cincinnati, O., Sept. 8.—Plans for 
a $500,000 advertising campaign will 
be aired when the National Funeral 
Directors’ Association, with head- 
quarters here, holds its annual meet- 
ing at Milwaukee Sept. 27-30. 

The ranks are filled with critics of 
the organization, no less a personage 
than Past-President John F. Martin 
asserting the N. F. D. A. has engaged 
chiefly in self-glorification and mem- 
bers have received too little for their 
money. Some are threatening to se- 
cede from the organization. 

Writing in The Casket and Sunny- 


side, New York, Mr. Martin said past 
advertising has failed to help the fu- 
neral director. 

“I have before me hundreds of ad- 
vertisements of funeral firms,” he 
said, “which indicate a lack of un- 
derstanding of the mission of the 
mortician.” 

Mr. Martin would take the public 
into his confidence about funeral 
costs. He believes the practice of 
basing total cost on the price of the 
casket has been a baneful one, the 
usual system being to multiply that 
figure by four. 


N. O. Spends $100,000 


The Five-Point Plan of New Or- 
leans Association of Commerce has 
collected a fund of more than $100,- 
000 for community advertising and 
promotion. 


G. F. Promotes McGinnis 


Allen O. McGinnis, since 1924 with 
General Foods Corporation and its 
predecessors, has been appointed as- 
sistant to James F. Brownlee, presi- 
dent of General Foods Sales Corp., 
and vice-president in charge of sales 
of General Foods Corp. 


Poster Co. Expands 


Consolidated Poster Advertising 
Co., Louisville, has completed a $50,- 
000 building program with erection 
of new panels and repairs and im- 
provements on existing locations. 


Agency for Paper 


Paper Service Co., Cincinnati, has 
appointed Jesse R. Harlan Co., Cin- 
cinnati. A fall campaign will fea- 
— Corru-Crepe, a new stretchable 

ner. 


buys the most 


COSMETICS? 


We have long known that the Negro buys more cosmetics than 
his white neighbor. But we couldn’t draw up an ad on what we be- 
lieved. So we conducted a survey—nothing very grand, but just big 
enough to prove or disprove the statement that Negroes dg buy more 
cosmetics than any other group. 4 


Our survey showed that the drug stores in Negro neighborhoods 
had a cosmetic sale averaging from 25% to 30% of their total sales 


volume. 


25%; independents slightly higher. 


The leading chain in the Negro Section of Chicago sold 
One of the leading national 


chains whom we contacted, with stores all over the city, reported that 
they sold more units of cosmetics per Negro customer than to any 


other group. 


The average sale of cosmetics for drug stores, regardless of loca- 
tion, ranges from 10% to 15% of their total sales volume. 
stores sell around 10% or 11%, others closer to 15%. 


On this basis, it can be said that Negroes do buy more cosmetics than any 
other group—in fact—the Negro will spend twice as much on cosmetics. 


The Negro Market, lucrative as it is for cosmetic manufacturers, is one of 


the easiest to capture. Merchandising efforts and tie-ups are simplified due to 


the 100% Negro neighborhoods that can be reached. . 


Highly regarded Negro newspapers regularly service each of these thickly 
populated Negro sections, offering advertising mediums with ample coverage. 


Remember, Negroes spend 30c out of each drug-store dollar on cosmetics 
If you are a cosmetic manufacturer, make sure 
For details and list of cosmetic manufacturers already 


(twice as much as other groups). 
that you get your share. 


advertising extensively in the Negro field write to: 


WE Be 
Sonne 


Chain 


Z cy pest SS 
iy + a 
. 


e The Negro Press e 


The Nation’s Leading Negro Newspapers 


Represented by W. BB. Ziff Co. 
608 S. Dearborn Street, Chicago, III. 


551 Fifth Avenue 
New York City 


Walton Building 
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Advertisers Discover Children 


It never rains but it pours, as | 
Morton Salt says, and it’s seldom 
that one good advertising idea is al- | 
lowed to remain in use exclusively | 
by its originator. That’s why there 
seems to be such a deluge of adver- 
tising and merchandising campaigns 
in which children are featured in the 
most important roles. 

There is no doubt, of course, of the 
importance of the younger genera- 
tion in determining consumption and 
even brand preferences. Parents of 
this day are notoriously indulgent to 
their children, and even in times of 
depression the youngsters get what- 
ever breaks are to be had. So the 
general idea of appealing for chil- 
dren’s preference and interest is 
sound. 

In asking for definite action by | 
youngsters, however, and enlisting 
them in contests of various sorts, or 
demanding some kind of sales effort 
on their part, it seems to us that 
the advertiser is running into a 
rather dangerous and complicated 
situation. In the first place, if the 
task is too heavy, the boy or girl is 
discouraged from undertaking it; 
and if it is too easy, provided the 
inducement is worth while, the re- 
sults are not sufficient to warrant the 
advertiser’s outlay. 

Furthermore, there is always the 


possibility that parents and friends 
may resent the idea that the children 


| are being exploited in the interests 


of the advertiser, and a reaction of 
this kind may produce a permanent 
effect entirely offsetting whatever 
temporary advantages may have 
been gained. 

Another thing to consider is that 
children’s enthusiasms flare up 
quickly, and die out just as quickly. 
It is exceedingly difficult to sustain 
their interest over a long period, 
without careful nursing and the con- 
stant addition of new ideas. Heavy 
replacements must be provided to 
make up for those who drop out 
after the attraction has lost its 
novelty. 

The advertiser who is conscious of 
children as a market may or may 
not appeal to them directly, of 
course, and these comments apply 
only where direct action by children 
is sought. Some advertisers have 
had great success in these appeals, 
and others have spent a great deal of 
money and effort, only to find that 
the whole campaign was a flop. Be- 
cause of these great variations, it is 
important that the advertiser con- 
sider the pitfalls and dangers, as 
well as the opportunities presented 
by a direct appeal to the lord of the 
American household, the child. 


Making Use of Available Information 


Some interesting comments have 
come to ADVERTISING AGE as a re-| 
sult of the publication of the edi- | 
torial on research for the small ad- 
vertiser which appeared in the issue 
of September 3. In that comment 
it was pointed out that no matter 
how small the advertiser may be, 
he can provide new and worth while 
material and insure a pace faster 
than competition through the me- 
dium of intelligently directed re- 
search. 

An experienced advertising execu- 
tive, while agreeing with the gen- 
eral idea of the editorial, suggested, 
on the other hand, that many ad- 
vertisers waste time and effort, not 
to mention the money costs involved, 
by doing research on subjects regard- 
ing which facts are already avail- 
able. He emphasized the importance 
of not setting up plans for research 
until the field has been thoroughly 
scanned for all of the data avail- 
able through previous studies. 

This is a valuable suggestion. As 
a matter of fact, few manufacturers 
are conscious of the enormous 
amount of information available on 
many marketing subjects, as well 


as the technical phases of design 


and production, and only after this 
material has been examined should 
original research be undertaken. Du- 
plication of work of this kind repre- 
sents a waste that is particularly in- 
defensible, because there are so 
many projects which do need that 
sort of attention. 

The Department of Commerce, the 
trade associations, especially those 
in the advertising field, the publi- 
cations all have information which 
is available to advertisers, in many 
cases without charge. One food 
products manufacturer recently re- 
ported obtaining information which 
opened an entirely new market as a 
result of the suggestions of several 
women’s magazines. 

Business publications especially 
should be approached for informa- 
tion in their fields. The editors of 
the leading trade and industrial pub- 
lications are authorities in their 
lines, and have a clear and accurate 
knowledge of what has been done to 
date in the various departments of 
their industries. These and other 
authorities ean be especially helpful 
to the advertiser who is preparing to 
set up a definite program of research. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 428. Business Now Going On in 
the Basement. 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


No. 429. 


This study of the 96 largest mar- 
kets in the United States defined as 
metropolitan districts by the U. S. 
Bureau of Census contains a wealth 
of material including population, 
number of families, number of vari- 
ous types of retail outlets, area, sav- 
ings bank deposits, distribution of 
sexes, ete. Buying power, retail 
sales, and a complete presentation of 
24-sheet poster display in these 
towns, with monthly and daily costs, 
are also given. The book was com- 
piled by Outdoor Advertising Incor- 
porated, New York. 


No. 430. “Why It's so Obvious.” 
“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate  depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


421. 


In cooperation with parent-teacher 
organizations, Cleveland Press, a 
Scripps-Howard paper, made a “pan- 
try inventory” of Cleveland homes. 
An actual inventory of the pantry 
stock in 5,452 homes, a 2 per cent 
cross-section of the market, yielded 
the interesting information that 
chains sell 72.6 per cent of the food 
in the market, and 64 per cent of 
all the coffee. No one brand of 
coffee is bought by as many as 20 
per cent of the families. Complete 
reports on other foodstuffs, soaps, 
baking products and dairy products, 
as revealed by the questionnaire, 
which was prepared with the assist- 
ance of 79 food executives, will be 
available in September. 


420. Performance Report of Old 
Manse Syrup. 


Walter Mann & Staff asked Oeler- 
ich & Berry Co., Chicago, how sales 
of their leading product, Old Manse 
Syrup, have been affected by their 
advertising on Criterion panels. This 
analysis shows sales approximately 
35 per cent greater for the past 4 
years than it was before the panels 
of a series of customer-experiences 
to be published by Criterion Adver- 
tising Co. 


297. A Lift to Market. . 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% Dillion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


Metropolitan Markets. 


Pantry Shelf Inventory. 


COMMERCIAL ARTISTS IN THE MAKING 


vised 
gpabee 


—Collier’s. 


Wagenseil’s “Open 
House” Draws Crowd 
To the Editor: Recently we moved 
to larger quarters for the second 
time in three years, and decided to 
hold a “housewarming” to acquaint 
local business men with our new 
quarters. 


We dressed a_ polite, smiling 
youngster in a red and black uni- 
form borrowed from a local theater, 
and had him deliver most of the in- 
vitations addressed to persons at 
their place of business personally. 
His picture was printed on the back 
of each invitation. 


In most cases he gained access to 
individuals, and the obvious tie-up 
between him and the picture on the 
invitation made a hit with Dayton 
business men. 


We really didn’t expect many per- 
sons to come, but they did, and when 
they stepped into the lobby they 
were greeted by the same “smile” in 
uniform. In each instance the boy 
obtained the name and business con- 
nection of the visitor, relaying the 
information to members of our staff. 


It was interesting to note the 
many friendly gestures and pats on 
the back this boy received. Certainly 
the idea created a lot of good will 
for us. 

Huco WAGENSEIL, 


Hugo Wagenseil Advertising 
Agency, Dayton, O. 


>? ? 


Quoits Cures Devlin’s 


Depression Problems 
To the Editor: An interesting ex- 
ample of a “depression-made _ by- 
product” turning into an important 
business developer has occurred at 
our Burlington, N. J., plant, which 
heretofore manufactured only malle- 
able iron fittings for the plumbing 
and heating trade. 


Several months ago, when work at 
the plant slackened down, the em- 
ployes took to pitching quoits—a 
high hat name for a game similar to 
horseshoe pitching. As an accommo- 
dation to the men, the mill modeled 
several sets of iron rings and hubs, 
and quoit pitching became still more 
popular. 

Word got around that quoits and 
other equipment were being made at 
the Burlington plant, and orders be- 
gan to filter in. Just recently the 


Voice of the Advertiser 


“HERE'S YOURS" 


Bright youth who served as 
messenger 


quoit pitchers scored a real ringer 
when they were all ordered back to 
work to fill rush orders, mostly for 
quoit sets and similar novelties 
which were developed when it be- 
came apparent that there was a de- 
mand for them. Now we expect the 
quoit business to grow to large pro- 
portions. 
A. H. CLARK, 


Gen. Megr., Thomas Devlin 
Mfg. Co., Philadelphia. 


7 F F 


Fur Coat Unnecessary 

To the Editor: The illustration on 
page 10 of your Aug. 20 issue, show- 
ing a woman cooking in a fur coat, 
interests me. 


As a manufacturer and advertiser 
of Magic Maid electric mixer-beater 
juice-extractor, I can see no reason 
for operating a hand mixer in a 
modern kitchen—with the operator 
wearing a fur coat.’ It might be pos- 
sible that the fur coat would be com- 
fortable if she were doing the mix- 
ing-beating with an electric device 


that would require no hand opera- 


tion or exercise. 
B. G. PEcK, 
Sec., Fitzgerald Mfg. Co., 
Torrington, Conn. 
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How Adequate is |iegre 
the Sample? > a 


A question which advertisers considering the Gallup 


ea IT 


"Tua Sensrew New 


and White Surveys from the standpoint of their 
1932-33 advertising investments are entitled to ask. 


Advertiser: Coca Cola 
Agency: D'Arcy Advertis- 
ing Co., Inc. 
Space: Back Cover 
Attention Value: 27% better 
than average page 


BRAHAM LINCOLN is credited with = White conclusions of greater advertise- 


Advertiser: Dodge Cars 

Agency: Advertisers, Inc. 

Space: 4-Color Page 

Attention Value: 27% better 
than average page 


answering the question, ‘“‘How long 
should a man’s legs be?’’ with, *‘ Long 
enough to reach the ground!”’ 

‘‘How big should a sample be?’’ will 
bring answers ranging from a dozen to 
a dozen hundred thousand depending 
on the information to be secured and 
the difficulty of securing it—or perhaps 
on the financial resources of the indi- 


ment circulation in Liberty are based is 
justified only insofar as they consistently 
confirm a definite trend. 


THE CHART BELOW ILLUS- 
TRATES THE CONSISTENCY OF 
THE TREND. 


A smaller sample than is actually 
used each week might have produced 
trend-lines as straight. 


vidual concerned or his desire to im- 
press the layman with statistics. The 
size of the samples upon which the 


It is difficult to see how a larger sam- 
“ting Agency: 
ple could have made them significantly Space: 
straighter! 


Advertiser: Chevrolet Trucks 
Campbell-Ewald Co., Inc. 

Center Spread 4-Color 

Attention Value: 20% better than average page 


2.250.000 


Cumulative Per Cent of Men and Women Noting Average of All Page cries Paglia oor es 


Advertisements in Liberty, Weekly A, Weekly B, jor seventeen issues. 


‘This chart [75% 


shows how each 
additional sam- 
ple of fifty 
changes the 
trend line for 
each magazine. 
Note that after 
eight samples of 
fifty each (400 
interviews each 
line stays at sub- | 50 


2 


LIBERTY 


WEEKLY A 


cea Tigidaite ee 


stantially the 


Hnmna 


Hp 


same level. To 
date 2550 reader 
interviews have 
been made 


Advertiser: Frigidaire 


WEEKLY B 
Agency: Geyer Company 


G { f Space: Back Cover 
uly Oo x # Attention Value: 25% better 
al s & ; 


han average page 
Projecti f S , ‘ F t Be pag 
egtal oaxver ‘\ § $ Pa x s ¢ hy F = s rs i £ ; > = 

tisement circu- ¢ 2 ¥ & ¥ - s Pa Ss 2 SS s&s £ ¥ 

lation indicated |o5 Po < JS & 8 >. x ~ » er v a 


in thousands. + + + + + + + + 


+ ~ 


Liberty 1617. 1525 1525 
Weekly A 1484 1256 1324 
Weekly B 1677 1359 1446 


1456 1479 1363 1525 1640 1663 1640 
1279 1256 1142 1233 1324 1370 1370 
1243 1301 1243 1330 1359 1417 1388 


1417 1388) «1359 1359-1388 


1663 1571 1571 1617 1617 1617 1617 
1393 1393 1370 1370 1393 pda a 


388 


Theory of This Sample 


In fixing the most economical sample 
consistent with accuracy, the following 
facts were considered: 


Favorable 


1 The information to be secured was 
* simply a count of what editorial 
and advertising items people remem- 
bered seeing and reading. No subtle 
shades of opinion were involved. No 
long lists of questions were to be asked 
with a chance for variation of inter- 
rogating procedure. It was a simple 
“Yes’’ and ‘‘No"’ type of information 
throughout. 
2 Thereader’ssincerity and accuracy 
* —or lack of interest or deliberate 
misrepresentation—would be easy to de 
tect. In this type of investigation, a 
reader who has really read his recent 
copy and who does not try to misrepre- 
sent, answers “‘Yes’’ or “‘No’’ spon- 
taneously. When a supposed reader 
shows any signs of hesitation, the inter- 
view .is simply discarded and not ‘in- 
cluded in the sample. 
3 This type of investigation has the 
* unusual advantage of being as 
interesting to the average person inter- 
viewed as to the interviewer. It pos- 
sesses the attraction of the “‘ask me 
another’’ fad or the cross word puzzle 
or treasure hunt. The average interview 
is therefore lacking in the strain and 
inhibitory circumstances necessarily a 
part of the old-time “‘opinion’’ ques- 
tionnaire. 


Unfavorable 


4 Each issue of each magazine pre- 
* sents entirely new conditions af- 
fecting reader interest. Editorial con- 
tent is fluid, fluctuating in value. No 
editor can sustain peak interest, issue 
after issue. High-spot issues alternate 
with low-interest issues. The begin- 
ning of a good serial, the publication of 
a timely feature may vary reader inter- 
est from issue to issue by several hun- 
dred per cent. 


5 Reader interest varies with the 
* seasons. Some holidays bring it 
up; others lower it. Midsummer, mid- 
winter usually accompany lesser reader 
interest than spring and fall. 


6 Reader interest varies with the 
* weather. A rainy week makes 
people stay at home and read. A sunny 
week takes them out of doors with the 
result of somewhat less than maximum 
reading for that issue. 


7 Reader interest varies with geog- 
* raphy. Large cities usually read 
more superficially than small towns. 
The varying popularity of local news- 
papers, radio stations, the local price of 
gasoline, all tend to make the reader 
interest picture for any one community 
or group of communities unreliable as 
an index of the entire circulation. 


Therefore, in spite of the simplicity 


of the basic procedure used in this new 
type of investigation, the individual 
issue-by-issue, city-by-city studies, re- 
gardless of the size of the sample cov- 
ered for each issue in each city, should 
show decidedly fluctuating results. 

Which is why it was decided to con- 
tinue the surveys week after week for an 
indefinite period. No individual sam- 
ples, regardless of size, could be ade- 
quate. Only an accumulation of sam- 
ples, covering all types of issues, cities, 
seasons and weather conditions might 
be expected to paint a picture approach- 
ing the truth. And only the degree with 
which such a series of samples, regard- 
less of local variations, repeated the 
same general trend of advertisements in 
Liberty rating higher than advertise- 
ments in other weeklies, could establish 
the significance of the individual 
findings. 


Per Cent of Mex and Women Noting Average Page Ad (By Weeks) 


—_ Liberty 


Week of Survey nine 3rd weekly 


1s 


Liberty coe Ame 


Advertiser: Kodak Film 
Agency: J. Walter Thomp- 
son Co., Inc. 
Space: Back Cover 
ention Value: 20% better 
than average page 


Average Page Advertisement in Liberty 


Per Cent of Extra 
Persons Noting 


Over Over 


Second Third 
Weekly Weekly 


This Week 

(Aug. 27 

issues) 17% 7% 
17 weeks 

to date 15% 40% 


(Average of White surveys) 


Projection of 
Extra Volume of 
Persons Noting 
Over 

Second 
Weekly 


Weekly 


345,321 
224,402 


378,632 (less) 
171,483 


The Facts of The Sample 


The chart below shows the 
advertising reader interest 
rating for each of the three 
leading weeklies for each of 
the seventeen weeks studied 
to date by Percival White, 
Inc. 

Note how during certain 
weeks (particularly the sev- 
enth, eighth, eleventh and 
twelfth) local conditions 
have equally affected the in- 
terest in all three weeklies. 

Note how certain high 
spot or poor issues have 
brought up or down the in- 
terest in certain of the maga- 
zines (see the fifth, twelfth 
and sixteenth weeks). 

But note how week after week, 
for seventeen weeks, regardless of 
different issues or local condi- 
tions, advertisements in Liberty 
WITH BUT ONE EXCEP- 
TION rated higher than in the 
other weeklies... . how adver- 
tisements in Second Weekly, with 
but five exceptions, rate higher 
than in Third Weekly. 

No measure of such an elu- 
sive factor as reader interest 
can hope to approach deci- 
mal point accuracy. 

Even to establish a signif 
cant trend of results in the 


measurement of such an in- 
tangible is something that 
few previous researches have 
been able to accomplish. 


Yet an examination of the 
chart below, showing seven- 
teen weeks of individual 
samples, with Liberty, 
Second Weekly and Third 
Weekly remaining consist- 
ently in their respective 

sitions, can leave little 

oubt of the accuracy of the 
trend toward advertisements 
enjoying greater reader in- 
terest in Liberty. 


And when these individual 
week-by-week ratings are ac- 
cumulated for seventeen 
weeks as illustrated in the 
chart at the beginning of 
this advertisement, the vo/- 
ume of evidence behind the 
slogan *‘Ameiica’s Best Read 
Weekly’’ appears incontro- 
vertible. 


In times like these, the 
care with which Liberty's 
advantage of hundreds of 
thousands more real, seen 
circulation has been estab- 
lished, must complement the 
care with which advertisers 
are now examining their tra- 
ditional lists. 


rica’s BEST READ Weekly 
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SPREADS CARRY 
INITIAL VASSAR 
UNDERWEAR COPY 


(Picture on Page 18) 


Chicago, Sept. 8.—Adding founda- 
tion garments to its line, Vassar- 
Swiss Underwear Company broke 
into the ranks of national advertis- 
ers with spreads in the September 
issues of Vogue and Harper's Ba- 
zaar. Subsequent issues will carry 
facing half-pages, featuring Vassar- 
ettes and the new line, respectively. 

Contrary to the belief of most ad- 
vertising men, Vassar underwear has 
never been advertised nationally. 
Since its introduction in 1930, it has 
been given considerable space by en- 
thusiastic dealers, however, and val- 
uable word-of-mouth publicity by 
wearers. 

The genius back of the Vassar suc- 
cess is George Rutledge, president of 
the company, who not only designs 
the garments, but the machinery 
which produces them. Vassarettes are 
knit underwear, with a two-way 
stretch, fitting flawlessly. 

The addition to the line comprises 


a girdle and a complete one-piece | 


foundation garment. The initial 
magazine copy consisted largely of 
photographs, posed for Underwood & 
Underwood by Ethelreda Leopold, 
popular Chicago model. 

Miss E. W. Stubbs, copywriter for 
Aubrey & Moore, aroused the cupid- 
ity of women with the headline, 
“Only one in a thousand can look 
like this,” explaining that factory ca- 
pacity is considerably less than de- 
mand. She put an intensely femin- 
ine touch in the copy: 

“After years of distortion of the 
feminine figure with whale-bone tor- 
tures, Vassarette Foundation Gar- 
ments and Girdles are here to undo 
the harm and bring back the figure 
to its natural graceful lines. 

“And comfortably. ‘An ounce of 
retention,’ so light - you will 
never know you're wearing them. 
But your figure will and so will your 
friends.” 


Raise Newsstand Price 


Effective with the October issue, 
the single copy price of Modern Liv- 
ing Magazine, New York, will be 
raised from 20 cents to 25 cents. The 
subscription price remains $2. 


Tarzan Goes on Air 


“Tarzan of the Apes” has been 
launched as a radio serial over 
WBBM, Chicago, and CKOK, De- 
troit, under the sponsorship of 
Foulds Milling Co, New York, 
macaroni products. 


Guardian to Hoyt 


Guardian Life Insurance Company 
of America, New York, has placed 
its account with Charles W. Hoyt Co., 
New York. 


Import Duties 
Raised by Two, 
Cut by Third 


Washington, D. C., Sept. 8.—Eng- 
land and Germany have made it 
more difficult for the United States 
to export to those countries, while 
Australia has opened its door wider, 
the Department of Commerce an- 
nounced. 

England increased the tariff on ten 
classifications Sept. 6. Products af- 
fected are canned cherries, candied 
fruit peel, meat and poultry pastes, 
leather gloves, printers’ ink, var- 
nishes, lacquers and enamels, certain 
wrapping papers, hair combs, screws 
and scissors. 

Commodities affected by increased 
German duties were worth about 
$3,000,000 in 1931 exports to that 
country. Cash registers are the most 
important item, with dressed goat 
and kid leather next. Fruit juices, 
exposed cinema films, typewriters, 
calculating machines, automatic 
scales, sewing machines and trum- 
pets are included in advances rang- 
ing as high as 900 per cent. Ger- 
many may establish quotas for many 
lines. 

Australia has reduced duty on 
many commodities by as much as 
one-third and lifted temporary re- 
strictions. 


Representatives for 
Six Dailies Appointed 


Arizona Sentinel, Yuma, has ap- 
pointed M. C Mogensen & Co. na- 
tional advertising representatives. 
Other appointments include: 

Linton (Ind.) Citizen, Scheerer, 
Inc.; Union City (N. J.) Hudson Dis- 
patch, Prudden, King & Prudden; 
Manchester (0O.) Signal, Fred Kim- 
ball, Inc.; Key West (Fla.) Citizen 
and Sunday Star, Frost, Landis & 
Kohn; Tupelo (Miss.) News, Devine- 
Tenney Corp. 


Sporting Goods Makers 


Oppose Direct Sales 


Athletic Goods Manufacturers As- 
sociation has agreed not to sell di- 
rect to school boards, but to confine 
distribution to present channels. 

School boards sought to make di- 
rect purchases following a decision 
of the Internal Revenue Bureau that 
states and political subdivisions may 
purchase athletic goods tax-free pro- 
vided they are bought direct from the 
manufacturer. 


Roy A. Hunter Joins 


Investors’ Syndicate 


Roy A. Hunter, formerly manager 
of Pacific Railways Advertising Co.. 
Vancouver, B. C., has joined the Van- 
couver office of Investors’ Syndi- 
cate, Ltd. 

Mr. Hunter is a former president 
of Pacific Advertising Clubs Associa- 
tion and Advertising & Sales Bureau, 
Vancouver Board of Trade. 


Blake Is Editor 


Alfred D. Blake, former editor of 
Power, has been appointed editor of 


Steam-Plant Engineering, New York. 


ne EK Meme 


The owner of this house only recently returned from 
a long sojourn abroad. 
for Scribner's Magazine was changed four times. 


The forwarding address 


LITERALLY "AN OUTSTANDING CAR CARD" 


A bulged card is giving the College Inn Food Products Co., Chicago, 
extra value in an elevated railway campaign. 
tising manager. 


R. H. Eliel is adver- 


CHICAGO TYPOS 
BACK ON JOB 


Chicago, Sept. 8—The composi- 
tors’ strike which followed the reduc- 
tion of wages from $1.29%4 to $1.10 
an hour in union job printing shops 
was adjusted by the return of the 
men to work last Tuesday at the old 
seale, pending further negotiations 
between the typographical union and 
the employers. 

A compromise was agreed on by 
the two committees, and this will be 
voted on by the employers Septem- 
ber 13 and by the union September 
18. There is every indication that 
it will be ratified by both groups. 

The shop printing ADVERTISING AGE 
was closed last Friday, but the paper 
was issued by a skeleton force com- 
prised of the president and vice- 
president of the printing company. 
The vice-president operated a lino- 
type, while the president handled the 
make-up. 

Several weekly papers failed to 
get into the mails because of the 
strike. 


Trenton Co. to 
Be Division of 
Maxwell Service 


Trenton, N. J., Sept. 8.—Following 
purchase of Trenton Advertising 
Company and its subsidiaries, Tren- 
ton Poster Advertising Co., and Tren- 
ton Outdoor Advertising Co., by R. 
C. Maxwell Co., Trenton, officials an- 
nounced that the purchased company 
will operate as the poster division of 
R. C. Maxwell Co., using its present 
name. 

Other divisions of the company 
consist of railroad bulletins along 
|eastern trunk lines, painted displays 
lin 20 states and an electric sign 
| manufacturing plant in Atlantic 
| City. 
| Headquarters of the company will 
| be in the former offices and plant of 
|Trenton Advertising Co. at 725 E. 

| State St. The former headquarters 
| of R. C. Maxwell Co. are being razed 
| and will be devoted to other pur- 
poses. 

The company now has more than 
| 2,500 paint and poster units in the 
Trenton area. 


| Two for Krafft 


Kraff Advertising Agency, Minne- 
apolis, has been appointed to handle 
advertising of National Home Sani- 
tation Co., Minneapolis, using busi- 
|ness papers and direct mail, and 
Globe Oil & Refining Co., newspapers 
| and direct mail. 


Shoop Is Transferred 


Arnold Shoop has been transferred 
from the Detroit to the Chicago office 


of Conde Nast publications. 


Newspaper Advertising 
Group Elects Gearhart 


Sam E. Gearhart, advertising man- 
ager, Southwest American, Ft. Smith, 
Ark., was elected president of Mid- 
west Newspaper Advertising Man- 
agers’ Association in Kansas City 
Sept. 4-5. Other officers: 

Vice-president, Joe Jordan, busi- 
ness manager, Duluth (Minn.) News- 


Tribune; secretary-treasurer, F. H. 
Vandegrift, advertising manager, 
Pittsburg (Kan.) Sun- Headlight; 


sergeant at arms, J. E. Winslow, ad- 
vertising manager, Siour City (lowa) 
Tribune. 


“Tangie” Allowed as 
Hosiery Trade-Mark 


The U. S. Commissioner of Patents 
has allowed registration of ‘“Tangie” 
by Integrity Hosiery Co. as a trade- 
mark for hosiery, over opposition of 
George W. Luft Co., which has reg- 
istered “‘Tangee,” for cosmetics. 

The commissioner held no con- 
fusion would result. 


Joins Gerlach-Barklow 


Miss Ruby Hancock, for three 
years advertising director of Wood- 
bury Farm Bureau, Sioux City, Ia., 
has joined Gerlach-Barklow Adver- 
tising Co., Sioux City. 


GARAMOND HELD 
MOST POPULAR 
TYPE OF MONTH 


Chicago, Sept. 1—A swing back to 
traditional type faces is found by the 
Typographic Scorekeeper of The In- 
land Printer, who analyzes current 
issues of one leading general maga- 
zine each month. This month's 
choice was The Saturday Evening 
Post. 

“Such modern faces as Girder, Ka- 
bel, Lutetia, Eve Heavy, and Nicolas 
Cochin are absent,” said the Score- 
keeper, “while Bodoni and Futura 
show a slight increase in popularity. 

“While ‘the trend to traditional 
types is strong, there has been no 
decrease in use of modern-style il- 
lustration, On the other hand, sane 
modern ideas of layout are gaining 
adherents: among those seeking at- 
tention value while continuing to fa- 
vor time-tested faces. 

“Garamond takes the lead this 
month, with a gain of 11 per cent. 
Caslon holds third place, though reg- 
istering a loss of 30 per cent. Totals 
show traditional faces making a gain 
of about 2 per cent to 66, with pref- 
erence swinging slightly toward bold 
faces for text.” 

Garamond was used by 27 adver- 
tisers, 14 running in old style and 13 
in bold. Bodoni, a modern face, was 
the choice of 25. Caslon, a tradi- 
tional face, was used by 12, and Fu- 
tura, modern, by 4, with scattered 
representation for Goudy Bold, Bas- 
kerville, Century Old Style, Scotch 
Roman, Cloister Bold, Granjon and 
Kennerley. 


Cremo Price Reduced 


American Tobacco Company has 
cut wholesale prices on Cremo cigars 
from $38.50 per thousand, less 12 and 
2 per cent, to $30 less 10 and 2 per 
cent, allowing dealers to sell them 
three for 10 cents. 


Catholic Paper Appears 


Catholic American has been an- 
nounced as the successor to Morning 
Star, New Orleans Catholic weekly. 
Denis Flynn is editor. R 


WORKING TO ENCOURAGE BUYING 


o> ane a 


ADVERTIS ING 


builds business and 
_ protects the co sumer 


* 
via ae eee 


5 Bit 


°5: SRS GR” RSA SAR OR ar RTE AES 


BUY siaplat . you can Mave your money and spend 
it too. because today’s dollar will 
buy a/most 2°° in value as compared 

with normal prices” 


| OO 8 RIS CRED PT COE OF RES NRA ED «OR 


pical poster used in the Salt Lake ‘City campaign—although all 

ts were used—and a painted bulletin campaign now running 

in Los Angeles. The latter was produced by Hanff-Metzger, Inc. 

The Salt Lake campaign won the annual award of Pacific Advertis- 
ing Clubs Association. 
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We Didnt Quite Make It! 


BOSTON 
E. A. Piller 


130 Newbury St. 


CHICAGO 
James T. Carr 
307 N. Michigan Ave. 122 me 42nd Street, New York City 823 Powers Bldg. 


We hoped the October OPEN 
ROAD for BOYS would bring the 
heaviest advertising revenue of any 
October issue in our twelve years 
of publishing. 


We didn’t quite make it! From all 
time record figures we fell short 
just a very few hundred dollars. 
It is the second best October issue 
in our history and one of which we 
are extremely proud. 


Exclusive accounts, extra space ac- 
counts, heavy volume, indicate that 
more than ever now the OPEN 
ROAD for BOY'S is the outstand- 
ing advertising medium among 
boys’ magazines. 


note: we expect actually to beat the record before the end of the year. 


“ROAD BOYS 


ROCHESTER 


L. S$GLEASON, Advertising Manager Paul F. Herrick 


LOS ANGELES 
Hallett E. Cole 


846 So. Broadway P 
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September 10, 1932 


DESCRIBE MAIL 
CONVENTION AS 
SELLING CLINIC 


New York, Sept. 


8.—Direct Mail 


Advertising Association has devel-| 


oped an entirely new type of conven- 
tion for its annual get-together in 
New York Oct. 5-7. 
senting speakers with general topics, 
the association will turn the entire 
meeting into a clinic on sales and 
sales economy. The departmentals 
which have been a valuable feature 
of past meetings have been retained. 

The Thursday morning session will 
discuss “How to Secure Action,” un- 
der four subheadings: “Heading 
for Action,” led by John Caple, Bat- 
ten, Barton, Durstine & Osborn; 
“Testing Copy for Greatest Action,” 
S. H. Giellerup, Marschalk & Pratt; 
“Buyers’ Minds Are the Market,” 
Stuart Cowan, Cowan & Dengler; and 
“How to Get Action by Balancing 
the Advertising Program,” Ralph 
Leavenworth, advertising manager, 
Westinghouse Electric & Mfg. Co., 
Pittsburgh. 

A plan board session will hold the 
stage Thursday afternoon, two defi- 
nite advertising problems being pre- 
sented and solved. The first will be 
“Developing a Business Travel Plan- 
ning Service,” Robert Smith, Ameri- 
ean Airways, St. Louis, making the 
presentation. 


Instead of pre- | 


MAIL CHIEF 


a’ % 


Bristol-Myers 


Ben J. Sweetland 


Auken promises a new and sparkling 
entertainment feature Thursday 
night. 


Notables on Program 


Other speakers at general sessions 
will be Lee H. Bristol, vice-president, 
New York, who 
will be first on the program; Ken- 
neth Goode, author of “How to Turn 


Co., 


People into Gold”; “Borden and 
Busse,” sensational demonstration; 
Carroll Rheinstrom, vice-president, 


Liberty; Kenneth Dyke, advertising 


Laurence to Speak 


The second will be 
Dealer Co-operation for a 
Model.” 


the speaker. 


“Securing 
New 
Gordon Laurence, advertis- 
ing manager, L. C. Smith & Corona 
Typewriters, Inc., New York, will be 


manager, Johns-Manville Corp., New 


tion manager, electric refrigeration 
department, General Electric Co., 
Cleveland; Dale Wylie, sales promo- 
tion manager, Iron Fireman Mfg. Co., 
Cleveland; P. J. Kelly and others. 


cial Service. Ben J. Sweetland will 


York; Walter J. Daily, sales promo- 


A new departmental will be on So- 


The time-honored banquet has been 
discarded, but Secretary Paul S. Van 


come from Seattle to preside at the 
convention. 


ALEMITE PROFIT 
HOLDS UP; COPY 
~ ONE BIG REASON 


| Chicago, Sept. 8—Discussion as to 
| the sales value of the 1932 advertis- 
ing of Alemite Corporation ended 
|abruptly this week when a semi-offi- 
|cial statement placed net profit for 


‘| |the year at between $3,000,000 and 


$5,000,000. While this is not as ro- 
bust as in some previous years it is 
regarded as a magnificent showing. 

There has been no doubt as to the 
attention value of Alemite copy, but 
some critics have expressed doubt 
that it would sell. Alemite guns have 
been trained on the “Mine is cheaper” 
competitor. 

“Yes, you could grease it with 
bacon fat—but an automobile isn’t 
a fried egg,’ said one advertisement 
supported by an artist’s painting 
showing a car actually being fried 
like the morning victuals. 

This example of imagination at 
large was supported by copy which 
said “at that, bacon fat is a better 
grease than the cheap*’-:junk some- 
times high-pressured into your car’s 
bearings.” 

This advertising, running in color 
in The Saturday Evening Post, was 
reproduced on thousands of highway 
posters, catching motorists en route 
to and from vacation haunts. Busi- 
ness papers were also used. 


Fight on Substitution 


While this advertising program is 
not pretentious compared with some 
others in the same field, it seems to 
have worked. One reason, according 
to an expert, is because Alemite sold 
dealers on the idea that its franchise 
meant money in their pockets. 

The company was _ particularly 
austere in fighting substitution and 


halftones will add sales 
power to your advertising 


FEW years ago Signor Bassani, an old-world craftsman, invented 
a pantograph attachment for halftone cameras that revolutionized 


the manufacturing of newspaper halftones and highlight halftones. 


The 


improvement in pictorial reproductions has heen astonishing. 


You should know why Bassani halftones can increase the pulling-power 
of your advertisements—why they can add a greater degree of brilliance, 
definition and accuracy to your illustrations. 


We have prepared a thorough explanation of the Bassani process in a 
booklet. If you are an executive, interested in a more profitable return 
from your advertising, write for a copy of this valuable brochure. 


JAHN & OLLIER ENGRAVING CO. [| 
Telephone Monroe 7080 


817 West Washington 


Boulevard... CHICAGO Ifill 


"YOU COULD GREASE IT WITH BACON FAT—" 


some important dealers were ban- 
ished from the fold for this alleged 
practice. This convinced others that 
Alemite would uphold its announced 
code at any price and that honesty 
was undoubtedly the best policy. 

Numbering the Alemite dealers’ 
signs serially also strengthened the 
family feeling among dealers and 
confirmed the “voluntary chain” idea 
which prevails. 

Not the least important link in the 
chain was the brevity and simplicity 
of the Alemite advertising portfolio, 
according to Blackburn Sims, ac- 
count executive with Charles H. 
Touzalin Agency. 

Mr. Sims told of one instance 
where the sales manager for an im- 
portant distributor in the oil field 
made such a poor sample presenta- 
tion to his immediate superior that 
the latter was divided between his 
desire to fire the sales manager and 
the company’s agency. 

“My experience has been that it is 
best to write a portfolio at one sit- 
ting,” said Mr. Sims. “This makes 
for brevity and continuity. Most 
portfolios are so involved that dis- 
tributors and dealers, untrained in 
the ramifications of advertising, are 
lost in a maze of words. 

“We sketch our past accomplish- 
ments briefly in the portfolio and 
then come down to the present with 
plenty of illustrations, color and 30- 
point type. There are only a few 
pages and the novice can grasp the 
essential points without a long ses- 
sion in a secluded room with the 
portfolio.” 


Milk Dealers Sponsor 
Advertising Contest 


International Association of Milk 
Dealers, Chicago, *has announced its 
second annual contest for milk dealer 
advertising. Certificates will be 
awarded in the following classes: 

Campaigns of less than 250 lines 
per insertion in newspapers; more 
than 250 lines; rotogravure; outdoor 
posters or painted bulletins; route 
circulars; institutional booklets; 
store cards on specific subjects; and 
street car cards. 

John D. Gaughen, president, Ad- 
craft Club of Detroit, is chairman of 
the awards committee. Other mem- 
bers are: C. W. Brooke, Brooke, 
Smith & French; George K. Hebb, 
Evans-Winter-Hebb; Harry C. Mac- 
Donald, Walker & Co.; and Ralph L. 
Yonker, J. L. Hudson Co., all of De- 
troit. 


Two for Associated 


Associated Advertising Agency, 
Jacksonville, Fla., has been appointed 
to direct southern advertising of At- 
lantic Coast Line Railroad Co., which 
will use newspapers. The account of 
Wood Chemical Products Co., Jack- 
sonville, Sunny South creosote and 
charcoal, has also been placed with 
this agency. 


“Furniture Index” Sold 


Furniture Index, Jamestown, N. Y., 
has been purchased by Maurice J. 
Kane, Montclair, N. J., and Louis E. 
Ruden, Jamestown. Mr. Ruden is 
general manager; L. M. Nichols, edi- 
tor; Charles N. Cotter, office man- 
ager, and George W. Brace, advertis- 
ing representative. 


R-C-A Appoints Cline 


R-C-A Rubber Co., Akron, O., has 
appointed the newly formed Cline 
Advertising Co., 109 N. Union St., 
Akron, to handle its advertising. 


Broadcasters 
And Composers 
In Agreement 


New York, Sept. 8.—The long fight 
between radio broadcasting stations 
and composers was brought to an 
end this week when an agreement 
was reached which makes copy- 
righted music available to radio ad- 
vertisers as heretofore. 

Under the new agreement, effec- 
tive Sept. 1, National Association of 
Broadcasters will pay American So- 
ciety of Composers, Authors and 
Publishers 3 per cent the first 
year, 4 per cent the second and 5 
per cent the third. 

Payments are based on the net 
sale of time. A sustaining license 
fee, equivalent to that now charged 
on a flat assessment basis, will also 
be paid. 

About 100 stations will pay more 
and 300 less under the new arrange- 
ment. 


Fairall to Direct 
, . Insurance Campaign 
Fairall & Co., Des Moines, Ia., has 


been appointed to direct a fall cam- 
paign for Yeoman Mutual Life In- 


'¢ 


surance Co., Des Moines, in 18 mid- | 


west and western states. Newspapers, 
insurance papers and direct mail 
will be used. 

Advertising of Chas. Hewitt & 
Sons Co., Des Moines, canned foods, 
has also been placed with this 
agency. 


New Men’s Style 
Publication Started 


A companion for Mode, women’s 
fashion trade paper, has been an- 
nounced by Denise Publications, New 
York. It will be known as Mode for 
Men, and will circulate among men’s 
wear buyers, merchandise managers 
and owners. 

Plans for a syndicated department 
store magazine have also been an- 
nounced. 


Central Gets Four 


Advertising of Marmon-Herrington 
Co., heavy duty trucks; Pittsford 
Purity Pie Co.; Capital Paper Co.; 
and Electronic Laboratories, all of 
Indianapolis, has been placed with 
Central Advertising Corp., Indian- 
apolis. 


Grocers to Advertise 


United Food Stores, Inc., of Omaha 
has been organized by 80 grocers be- 
longing to Handy Service Stores and 
Associated Grocers. A _ co-operative 
advertising campaign is planned. 


To Advertise Electricity 


Pacific Coast Electrical Bureau, 
San Francisco, has appointed Ham- 
man-Lesan Company of that city to 
direct its 1933 campaign to promote 
the use of electricity. 


Joins “Hello Stranger” 


Wilson B. Wadworth, formerly 
western manager, People’s Popular 
Monthly, has joined the sales staff of 
Hello Stranger, Chicago. 


Two More for Towell 


Larsen Canning Co., Green Bay, 
Wis., baby foods, and Warner Elec- 
tric Brake Corp., Beloit, Wis., have @ 
appointed Arthur Towell, Inc., Madi- 
son, Wis. . q 
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SOUND MOVIES 
WIN POPULARITY 
FOR PROMOTION 


New York, Sept. 8.—Silent motion 
pictures are still the most popular 
promotion material in the industrial 
field, according to a survey by Na- 
tional Industrial Advertisers’ Asso- 
ciation, with the co-operation of the 
Association of National Advertisers 
and United States Department of 
Commerce. ; 

Of 110 advertisers, 82 use silent 
motion pictures; 14 use sound mo- 
tion pictures and 48 use still films. 
A total of 163 replies were received, 
53 reporting they do not use films of 
any kind. 

“It is significant to note,” said the 
report, “that sound and still films 
are making rapid progress in a field 
for many years completely domin- 
ated by silent film.” 

“Operation and use” is the most 
popular subject of promotion films, 
48 per cent using this type. Forty 
per cent use films to illustrate “man- 
ufacturing process”; 4 per cent, dra- 
matization of sales; 8 per cent, other 
type. 

The most popular silent film is 
one reel in length, 37 per cent be- 
ing of this type. Next popular are 
two-reel films, 27 per cent and three 
reels, 14 per cent. 

A large majority, 52 per cent of 
those reporting, have their own port- 
able projectors. Ninety per cent of 
the companies using films insist on 
salesmen being present at film show- 
ings, and 80 per cent follow up pros- 
pects who have seen the picture. 

Finally, 82 per cent indicated they 
considered their film activities suc- 
cessful, only 6 per cent saying “No,” 
and 12 per cent considering it of 
doubtful merit. 


’ Florida Dailies Fight 


Circulation Guarantee 


Following the lead of Southern 
Newspaper Publishers’ Assn., Asso- 
ciated Dailies of Florida has adopted 
a resolution opposing minimum cir- 
culation guarantees in advertising 
contracts, unless the advertiser 
agrees to pay a premium for circula- 
tion above the guarantee. 


Baker Named Art 
Director for McCord 


C. F. Baker, formerly advertising 
manager, Winget Kickernick Co., 
Minneapolis, has been appointed art 
director of McCord Co., Minneapolis 
agency. 

James E. Camp, formerly with 
Buckbee-Mears Co., St. Paul, has 
joined the agency’s production staff. 


Daily Increases Rates 


An increase of one cent a line in 
local advertising rates has been an- 
nounced by Bridgeport (Conn.) 
Times-Star, effective Oct. 1. The pa- 
per’s circulation has increased 100 
per cent, Henry D. Bradley, general 
manager, said. 


Sell Socks with Malt 


A malt and hops store in Provi- 
dence, R. I., experimenting with side 
lines to secure more business, has 
put in a line of men’s ties and socks. 
Aluminumware and cooking utensils, 
tried out to bring women into the 
store, did not accomplish results. 


Schaffner Gets Two 


Accounts of Seymour Mfg. Co., Sey- 
mour, Conn., nickel silver and phos- 
Phor bronze, and High Standard 
Mfg. Co., New Haven, Conn., target 
Pistols and small arms, have been 
Placed with Claude Schaffner Adver- 
tising Agency, New Haven. 


To Improve Plant 


Finance committee of United States 
Steel Corp., has authorized an ex- 
Penditure of $5,000,000 for immediate 
Plant improvements. 


Branch for Triple A 


Triple A Advertising Carriers, St. 
Louis, have opened a Kansas City 
branch, with Francis Zelasko in 
charge. 


WINS OFFICE 


Robert W. Dawson 


New York, Sept. 8.—The first meet- 
ing of directors of Albert Frank- 
Guenther Law, Inc., was held Friday, 
the merger being ratified and officers 
elected. As previously reported, Ru- 
dolph Guenther is chairman of the 
board; Russell Law, chairman ex- 
ecutive committee and Frank J. Rey- 
nolds, president. 

Three new vice-presidents were 
named: Robert Wesley Dawson, Chi- 
cago manager; E. Albertson, San 
Francisco manager, and Joseph R. 
Hamlen, Boston. 

All branch offices maintained by 
Albert Frank & Co. will serve the 
merged organization. 


Advertising on 
Back of Traffic 
Signals Offered 


Tulsa, Okla., Sept. 8.—Advertising 
on the back of traffic signals will be 
sold by Universal Traffic Signal Co., 
of this city. George G. Graf, of 
Shawnee, Okla., is president, and 
Don Watts—Advertising, Inc., is in 
charge of promotion. 

Universal Traffic Signal Company 
is selling state rights on its patented 
“Stop” and “Slow” traffic signals to 
individuals or groups in each state, 
which will operate as subsidiaries of 
the parent company. They will have 
sufficient capital to manufacture, in- 
stall and maintain traffic signals re- 
quired by municipalities in their re- 
spective states. 

In lieu of paying ,cash for this 
equipment, cities may grant the local 
company the right to utilize the 
backs or reverse sides of traffic sig- 
nals for advertising. The space will 
be sold by the parent company to na- 
tional advertisers exclusively. 

The resulting revenue will reim- 
burse the local companies for capital 
investment, maintenance and other 
operating costs. 


Radio Advertisers 


Seek Injunction 


Michigan Radio Advertisers, Inc., 
has petitioned for an injunction to 
restrain Royal Oak Broadcasting Co., 
operators of WEXL, Royal Oak, 
Mich., from interfering with their 
activities for sale of time over the 
station. 

The advertising company claims a 
contract giving it exclusive rights to 
certain hours over the station. 


Mrs. Peters to Sell 


Advertising Novelties 


Mrs. Pauline B. Peters, president 
of Philadelphia Club of Advertising 
Women, has resigned from F. Wallis 
Armstrong Co., Philadelphia, to be- 
come sales representative for Adver- 
tising Corporation of America, re- 
minder advertising. 

She will make her headquarters in 
Lewis Tower, Philadelphia. 


Introduce Dated Bread 


Gordon Baking Co., Detroit, has 
introduced “dated” Silvercup bread 
in Detroit and Chicago and will ex- 
tend activities to New York. The 
wrapper bears a date after which the 
loaf is not to be sold. 


Ride to Music in 
New Radio Taxis 


New Orleans, Sept. 8.—Be- 
lieving free music is a consid- 
eration which will tip the 
scales in its favor, Radio Cab 
Line, organized with a fleet of 
20 cabs, has equipped all with 
radios. 

Drivers are instructed to 
give the passenger any station 
he asks for. 


Weaver Wins Promotion 


in Hearst Organization 
Laurence A. Weaver, with Interna- 
tional Magazine Co. since 1921, has 
been appointed director of group 
sales for Stuyvesant Publications, 
New York. 
The group, a Hearst affiliate, is 
composed of Harper’s Bazaar, Home 
and Field and Town and Country. 


Wagon Jobbers Sell 


Refrigerators, Radios 


Several Eastern jobbers are meet- 
ing with success in the sale of bulky 
specialties to retailers from trucks 
driven by salesmen. 

Refrigerators, radios and other 
electric appliances are being dis- 
tributed in this way, with an extra 
discount being offered for cash. 


Announce Sectional 
School Magazine 


The Parent-Educator Review, cov- 
ering educational activities in West- 
chester County, will be published 
Oct. 1 by Civic Group Pub. Co., Pleas- 
antville, N. Y. 

Charles A. Fairman, Jr., is adver- 
tising manager. 


United States Agency 
Takes Cosmos Lamp 


Cosmos Corp., Newark, N. J., has 
appointed United States Advertising 
Corp., New York. 

Newspapers and trade publications 
will advertise a new _ ultra-violet 
health lamp which resembles an or- 
dinary electric lighting bulb. 


Start Rural Weekly 


Peter Haworth, for many years 
connected with Frank A. Munsey pa- 
pers in New York, and Bradford 
Smith have started Millerton (N. Y.) 
News, a weekly serving 17 towns. 
Frederick W. Goudy, noted typogra- 
pher, designed the masthead and 
typographic style. 


Remington Rand Appoints 


Remington Rand, Inc., Remington 
typewriters, Powers accounting ma- 
chines, Kardex and Library Bureau 
systems and other office equipment, 
has appointed Batton, Barton, Dur- 
stine & Osborn, New York, to handle 
advertising of the parent company. 


Monthly for New Orleans 


Jeanne de Lavigne and Jacques 
Rutherford are editors of New Or- 
leans Short Stories, new local 
monthly published by Louisiana Pub- 
lishing Co., 627 Poydras St. 


Joins “Automobile Digest” 


J. A. Ahlers, formerly advertising 
manager, Cincinnati Ball Crank Co., 
has joined Automobile Digest, Cin- 
cinnati, as Detroit representative. 


Starts Art Service 


Arthur Brammer, formerly with J. 
Walter Thompson Co., Chicago, and 
McCord Co., Minneapolis, has or- 
ganized an art director service in 
Minneapolis. 


Lane to Erwin, Wasey 


. J. S. Lane, formerly with Inves- 
tors Syndicate, Minneapolis, has 
joined the Minneapolis office of 
Erwin, Wasey & Co. 


Carr Joins WMBD 


Vivian E. Carr, at one time with 
Henri, Hurst and McDonald, Chicago, 
has been appointed sales manager of 
WMBD, Peoria, III. 


To Advertise Jewelry 
Oskamp-Nolting Co., Cincinnati, 
jewelers, has placed its account with 
Keeler & Stites Co., Cincinnati. News- 
paper and radio will be used. 


NEW PUBLISHER 


Wm. R. Rosengren, who has been 

appointed publisher of "“Opportu- 

nity," Chicago, allied with Photo- 
play Publishing Co. 


Miss Chapman Becomes 
Store Art Director 


Louise Chapman, former director of 
Chapman Studios, New York, is now 
art director of Lord & Taylor, New 
York department store. 

She succeeds Henry Rodman, who 
joined R. H. Macy & Co. 


Bijur Back at Work 


George Bijur, advertising director 
of Bonwit Teller, New York, has re- 
turned to work after a three-months’ 
vacation in Russia, Persia and Af- 
ghanistan. 


KQV Studies Audience 


Station KQV, Pittsburgh, has just 
completed a study of its audience in 
Allegheny County, using the Soby 
yardstick of audience value. 


To Advertise Books 


Franklin Publishing Co., Chicago, 
instruction books, has placed part of 
its account with Kirtland-Engel Co., 
Chicago. 


CONTINUE FIGHT 
ON UNFAIR COPY 


Columbus, O., Sept. 9.—Presenta- 
tion of the report of the committee 
on unfair practices in advertising 
and selling, headed by H. J. Kenner, 
New York Better Business Bureau, 
and a request for continuance of the 
committee with the same personnel, 
featured the meeting of Associated 
Better Business Bureaus here this 
week. 

More than 100 delegates represent- 
ing 54 bureaus in the United States 
and Canada attended. 

A militant attitude toward all un- 
fair advertising and merchandising 
was advocated by speakers, Karl T. 
Finn of the Cincinnati bureau as- 
serting that “standards of advertis- 
ing and merchandising must be set 
high and lived up to, no matter who 
may suffer.” 

David Lawrence, editor, United 
States Daily, Washington, spoke on 
the joint responsibility of business 
and government at the annual ban- 
quet. 


Two for Ramsey 


Accounts of Gold Medal Products: 
Co., Waukegan, Ill, and Calcium 
Carbonate Corp., Chicago, have been 
placed with L. W. Ramsey Co., Chi- 
cago. 


Has Pappy’s Jelly 


East Coast Preserving Co., Jack- 
sonville, Fla., has appointed Ather- 
ton & Currier, Inc., New York, for 
Pappy’s Guava Jelly. 


Joins French Agency 


Ruth Thompson has resigned from 
Gardner Advertising Co., St. Louis, 
to join Oakleigh R. French Advertis- 
ing Co., St. Louis. 


Segal Appoints Friend 
Segal Safety Razor Corp., New 
York, has appointed Friend Advertis- 
ing Agency, New York. Magazines 
will be used for the present. 


The only advertising 
paper reporting all 
of the recent impor- 
tant rate changes 
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Chrysler Adds 1,037 


Dealers in One Year 


Detroit, Mich., Sept. 8.—One rea- 
son why Chrysler has had satisfac- 
tory sales in 1932 is due to its en- 
larged dealer organization, ranking 
third in size. Chrysler was fifth a 
year ago. 

Policies are perhaps the primary 
reason for the increase; telling deal- 
ers about it was another. While 
trade papers have carried Chrysler 
dealer advertising, direct mail has 
been heavily relied on. 

From July, 1931, to July, 1932, 
Chrysler mailed 152,000 pieces of ad- 
vertising to dealers. The total cost 
was $16,832; inquiries received, 
1,086; cost per inquiry, $15.49; new 
dealers signed, 1,037. 

There has been a decided cumula- 
tive effect. The number of inquiries 
has grown until almost three times 
as many are received now as when 
the campaign began. 


Story of Booklets 


An 18-page booklet, written in the 
first person by a dealer, is one of the 
key mailing pieces. It is entitled, 


“My name doesn’t matter—but my 
experience does!” 

A somewhat bulkier booklet is 
named, “Your Business and Ours— 
a straightforward business discus- 
sion.” It describes dealer policies 
in detail, including those which have 
agitated dealers in the past. This 
book is used by wholesale men in 
follow-up work. 

“Would I be forced to accept arbi- 
trary shipments of cars?” asks the 
booklet, giving this answer: 


Dealers Select Own Models 


“The Chrysler-Plymouth agreement 
is termed a mutual agreement be- 
cause it considers the Dealer as well 
as the manufacturer. Under this 
broad-minded plan you select your 
own new cars—you stock only the 
models you can sell. You are not 
obliged to burden yourself with ex- 
cessive stocks—you are not forced to 
take allotments of cars that your 
business cannot digest—your cars 
are shipped only on signed orders. 

“Your rights as a Dealer are fully 
respected by this organization. Your 


cooperation with us is assured by a 
sensible handling of a good business 
proposition. You will like to do busi- 
ness with Chrysler.” 


As to discounts, the book recites: 

“Chrysler and Plymouth discounts 
are most attractive. And when it 
is appreciated that the Chrysler 
agreement does not burden the Deal- 
er with all kinds of ‘extras’ to eat 
into the original attractive discounts, 
Chrysler and Plymouth Dealers nat- 
urally discover that their liberal 
profits are real profits. 


“In the Chrysler agreement there 
is no list of collections for ‘this,’ 
‘that’ and ‘the other.’ And the ab- 
sence of such ‘extras’ means a mini- 
mum. difference between factory 
prices and delivered prices, which is, 
of course, highly satisfying to car 
buyers and which eliminates sales 
resistance and- affords a powerful 
sales weapon for the Dealer.” 


Other questions which indicate the 
intimate nature of the book are: 
“Will Chrysler co-operate or dic- 
tate?”; “Does Chrysler restrict deal- 
ers to a certain finance company?”; 
“Will I get costly shipments of ‘sales 
helps, salesmen controls, etc.’ that I 
don’t want?”; “What kind of sales 
promotion help will I get?”; “Can I 
be sure of a profit from Chrysler and 
Plymouth service jobg?”; “How 
about repair. parts?” . 


We did it for Wheatena. . 


we can do itt tor YOU... 


The nationally known “Old Man Sunshine” 


and his T 


phenomenally successful Wheatena 


out the WLW area. 


Near the 7 Near the Cen- 


ter of Popula- 


ter of the Dial 
tion 


‘cy Band was the feature in the 
pro- 
gram. The novelty of its presentation and 
the genuine entertainment that it provided 
made it an overwhelming favorite through- 


LW's new sensational Field Merchandise 

Service swung into its usual vigorous 
action on the radio campaign for The Wheatena 
Corporation. Wholesale grocers were con- 
tacted in twenty key cities. Two thousand re- 
tailers were called on, display signs were dis- 
tributed and the entire campaign with its tre- 
mendous sales advantages explained. 


Whole-hearted enthusiasm for the Wheatena 
campaign was the result. Hundreds of new ac- 
counts were opened. Grocers and wholesalers 
were happy. The manufacturer and advertising 


agency were extremely satisfied. WLW and its 
Field Merchandise Service did it. Write us for 
our plan and our 72-page portfolio. 


THE CROSLEY RADIO CORPORATION 


Powel Crosley, Jr., President 


CINCINNATI 


CHRYSLER MAKES ONLY GAIN IN SALES 
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Per Cent 
Change 
6 Months 6 Months 1932 from 
1931 1932 1931 
... 20,440 7,139 —65.0 
.. 19,494 6,867 —64.8 
i 946 272 —71.2 
.-- 102,521 117,091 +14.2 
-- 82,153 18,089 —43.7 
... 15,835 17,298 +9.0 
.. 84,761 18,731 —46.1 
o. aoe 62,973 +218.0 
ua 1,806 943 —47.8 
.. 352,944 116,091 —67.1 
... 350,789 114,215 —67.5 
... 2,155 1,876 —12.8 
- 2,208 1,066 —51.8 
.. 521,862 311,322 —40.4 
.. 64,621 35,888 —34.2 
--- 6,833 4,492 —34.2 
.. 4,201 2,432 —42.1 
... 368,909 219,272 —40.6 
.. 55,916 32,675 —41.5 
--- 91,382 16,563 —47.2 
.-- 10,742 7,916 —26.0 
.-- 42,681 21,953 —48.7 
-. 29,598 15,380 —48.1 
«e+ 13,083 6,573 —49.7 
oo S0.008 7,915 —28.6 
ee 3,724 1,010 —72.8 
we Se 14,846 —34.0 
-o- 8,357 6,982 —16.5 
--- 4,053 2,369 —41.5 
.. 80,388 27,945 — 81 
.- 2 1,711 —42.1 
ree re 8,589 eaten 
... 27,429 17,645 —35.5 
... $2,415 16,626 —48.8 
os S0net 14,164 —48.0 
+. 5,238 2,462 —53.0 
.. 9,276 2,413 —74.0 
. 1,177,120 663,627 —43.7 
.. 457,422 330,140 —27.8 


—Automobile Trade Journal. 


$900,000 FALL 
DRIVE STARTED 
BY FRIGIDAIRE 


Dayton, O., Sept. 8.—Frigidaire 
Corporation today launched a $500,- 
000 campaign in 500 daily and Sunday 
newspapers, as well as the Saturday 
Evening Post and American Weekly, 
announcing new construction which 
permits one-fourth more food storage 
space in the same sized cabinet, and 
a “super-powered two-cylinder unit.” 

The campaign, scheduled to run 
during September, October and No- 
vember, is considerably larger than 
normal. Geyer Company, Dayton, is 
in charge. 

Broadcasts of 15 minutes over 58 
stations of the NBC blue network 
will be added Sept. 15 and will con- 
tinue until Oct. 15. A contest de- 
signed for the single purpose of 
bringing prospects into dealers’ show 
rooms will feature the radio pro- 
grams, with prizes worth $8,700 to 
be awarded. 

Other products of General Motors 
Corporation, of which Frigidaire is 
a subsidiary, will be featured in the 
contest, prizes including a Cadillac, 
Buick, Oldsmobile, Pontiac, Chevro- 
let, and ten Frigidaires. 


Announce New Low Price 


Introductory newspaper copy occu- 
pied a half-page, but subsequent copy 
is planned for smaller space and fre- 
quent insertions. 

In addition to stressing the larger 
food storage space of the new model 
and the two-cylinder compressor, the 
campaign announces new low prices, 
as little as $112 delivered, installed 
and Federal tax paid. 

An interesting angle of the cam- 
paign is the effort to overcome the 
impression prevailing among some 
sections of the public that all electric 
refrigerators are “Frigidaires.” 
Throughout the campaign “Frigi- 
daire” in headlines is accompanied 
by an asterisk leading to a footnote 
headed “Warning! A cheap, under- 
powered or poorly constructed re- 
frigerator is expensive at any price. 

“You are cautioned against accept- 
ing such a refrigerator under the im- 
pression that you are getting a genu- 
ine Frigidaire with its extra power, 
extra food space, and extra value.... 
Be sure you get a genuine Frigidaire. 
Unless the refrigerator you buy 
bears the Frigidaire name-plate, it 
is not a genuine Frigidaire.” 


Prune Growers 
Near Agreement 
On Advertising 


San Jose, Cal., Sept. 8.—Co-opera- 
tive advertising of California prunes 
approached a step nearer actuality 
this week when officials of the pro- 
posed state-wide prune growers’ or- 
ganization announced that a re-check 
of signed tonnage indicated early 
completion of the group. 

Plans for co-operative marketing 
action seemed doomed to failure be- 
cause of the many exceptions taken 
to contracts by producers, but inten- 
sive work during the past few days 
by the organizers of the plan has 
eliminated most of the difficulties. 

The group is endeavoring to secure 
the co-operation of the producers of 
85 per cent of the crop before pro- 
ceding with the marketing program. 


Harvey Heads Merger 
Forming New Agency 


George W. Harvey has been named 
president of All-In-One Ad Service, 
1674 Broadway, New York. H. S. 
Musgrave is treasurer, and the direc- 
tors are I. Reison, George Booth, 
John Level, Carl Aprahanian and 
Henry Linet. 

The agency includes the Harvey 
Agency, Circle Press and Century 
Photo Engraving Co., all of New 
York. Each retains its identity. 


G eneral Tire Sales 


Set New Record 


Unit sales of General Tire and 
Rubber Co., Akron, O., for the first 
half of 1932 were greater than for 
any similar period in the company’s 
history. 

Sales for the same period in 1931, 
which had previously been the best, 
were exceeded by 17.6 per cent. 


W. F. Shea Represents 


The Quality Group 


Walter F. Shea has been appointed 
special representative of the Quality 
Group, New York, in all territory 
except the Pacific Coast. 

He has been eastern advertising 
manager of Review of Reviews for 
14 years. 


Shaw to Detroit 
F. L. Shaw, formerly with Geyer 
Co., Dayton, O., has joined the pub- 
licity department of Brooke, Smith 
& French, Detroit. 


W. E. Hughes Dead 


Walter E. Hughes, for 30 years 
business manager of Emporia (Kan.) 
Gazette, died Sept. 5. 
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ADVERTISING AGE 


HOLLAND MAKES 
DIRECT CONTACT 
WITH PROSPECTS 


Holland, Mich., Sept. 8.—Service 
men of the Holland Furnace Com- 
pany will win a golden opportunity 
to cash in on the company’s adver- 
tising by making direct contacts 
with home owners as their thoughts 
turn to preparations for winter. 

Each service man will follow up 
this letter: 

“One of our Service Men will call 
tomorrow to render you a valuable 
service. 

“He will remove the ashes from 
the furnace, show you how to pre- 
pare the furnace for the summer 
season when it is not in use, paint 
the front of the furnace, calk up the 
smokepipe where it enters the chim- 
ney and thoroughly inspect your 
Heating System. 


“At No Cost to You” 


“This free service is rendered by 
competent employees who are paid 
out of the Branch advertising appro- 
priation. It is given for the sole pur- 
pose of building Good Will for the 
future and places you under no obli- 
gation, 

“The Holland Furnace Company, 
maintains in your city a trained corps 
of Heating Engineers. These men 
are available for consultation with- 
out cost to you on any problem in 
connection with Heating, Cooling, or 
Air Conditioning in the home. 

“If you are not going to be home 
tomorrow, will you kindly leave a 
note in the door advising our Serv- 
ice Man when to return?” 

A postscript makes a further ap- 
peal by explaining, “This Good Will 
Service puts men to work!” 

Maxon, Inc., Detroit, handles the 
account. 
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First piece of copy in fall drive of 
Sherwin-Williams and allied paint 
companies. 


Moody Makes Change 


Harry L. Moody has resigned as 
general sales manager of Edge Moor 
Iron Co., Philadelphia, to become dis- 
trict sales manager of Hydrauger 
Corp., New York. 


Acquire Royal Tailors 

Good will and trade name of Royal 
Tailors, Chicago, has been acquired 
by Chicago-Kahn Bros. The business 
will be continued. 


Kelsey Has Agency 


Kelsey Heating Co., Syracuse, 
warm air generators and Condition- 
aire systems, has placed its account 
with Moser, Cotins & Brown, New 
York. 


Farm Trio in New Office 


Pacific Northwest Farm Trio has 
opened offices at 521 Lloyd Bldg., 
Seattle, to serve the Puget Sound 
region. George S. Clark is in charge. 


Sisson Gives 
Platform for 
Finance Copy 


New York, Sept. 8—There is 
greater need of truth about advertis- 
ing than truth in advertising, F. H. 
Sisson, vice-president of Guaranty 
Trust Co. and incoming president of 
American Bankers Association, told 
the New York Financial Advertisers 
Association today. 


He appeared on the local group’s 
first program of the season in com- 
pany with H. A. Lyon, advertising 
manager of the Bankers Trust Co. 
and vice-president of the Financial 
Advertisers Association. 


“Truth in advertising will natu- 
rally follow better understanding of 
advertising,” Mr. Sisson said. “While 
advertising is an art, all we can learn 
about its scientific aspects will help 
us do a better job. 


Seek “Other Fellow’s Viewpoint” 


“We are now confronted with the 
tremendous task of educating the pub- 
lic in economics. The difficulty is 
augmented by the necessity of work- 
ing from the other fellow’s viewpoint, 
when the ‘other fellow’ comprises 
many interests, among them the bank 
depositor, the borrower, the com- 
munity and the Government. 


“It would be easier if our adver- 
tising were not called on to accom- 
plish both destructive and construc- 
tive work. We must correct gross 
misinformation about banks and 
bankers while educating the public 
as to the real meaning and value of 
our services.” 

A hint that Mr. Sisson would oppose 
cooperative advertising, unless it be 
subordinated to individual promotion, 
was adduced from the statement that 
the competitive spirit is financial ad- 
vertising’s most powerful sustaining 
force and that banking must preserve 
the character of a personal and per- 


sonalized service. 


IN NEW ROLE 


Judith Dolan, New York model, is 
now greeting her public from 
Campbell tomato juice advertise- 
ments. She is under contract to 
Walter Thornton, Inc. 


Denny Changes Agencies 
Cary F. Denny, formerly with Rich- 
ardson, Alley & Richards Co., and 
more recently of Kelly, Nason & 
Roosevelt, has joined Bermingham, 
Castleman & Pierce, Inc., New York. 


Start Women’s Course 

Hunter College, New York, will 
conduct an advertising course for 
women one evening a week begin- 
ning Sept. 22. David S. Mosesson 
will be in charge. 


Advertises Bath Item 


Webidan Sales Corp., New York, 
has appointed Allied Advertising 
Inc., to advertise the Soapak pat- 


ented sponge. Business papers and 
direct mail will be used. 


SLOW SERVICE 
RETARDS SALES 


Chicago, Sept. 8—In spite of 
quickened public demand for mer- 
chandise, some department stores 
have failed to expand their sales 
forces sufficiently to be able to give 
satisfactory service, according to an 
advertising agency which sent a 
shopper through stores this week. 

The feminine messenger reported 
that all stores were crowded, but 
that in one or two, some buyers left 
after vain waits for service. 

The shopper, according to her re- 
port, spent 40 minutes in a fruitless 
endeavor to get service in the res- 
taurant of a large department store. 
At the end of that time, she regis- 
tered a complaint with the head 
waitress, who said the girls “are do- 
ing the best they can under the con- 
ditions.” fe 

Dirty dishes left by a previous 
guest had not been removed and the 
shopper retired unserved. 

Twenty minutes was spent in a 
millinery department. The shopper 
then went in search of a saleswoman, 
found one, and was able to make a 
purchase. 


Gaffney in New York 


John I. Gaffney, formerly eastern 
manager for Periodical Publishing 
Co., Grand Rapids, Mich., has joined 
American Hairdresser, New York. 


Lundstedt with Ankrum 


L. H. Lundstedt has joined Ank- 
rum Advertising Agency, Chicago, 
which has acquired the business of 
Lundstedt, Inc. 


New Switzer Associate 
Guy W. Hodges has become asso- 
ciated with George Switzer, New 
York designer, and will specialize in 
packaging and product design. 


for national 


advertisers, too 


Get the benefit of circulation, prestige, and tremendous “long life" of 
the first number of NEW OUTLOOK under the editorship of Alfred E. 
Smith—the man with the gift of understanding and the art of reducing 
the complexities of the day into simple and revealing terms. 


WIRE SPACE RESERVATIONS FOR 
OCTOBER NUMBER...Forms close September 20 


If you haven't received our 


new rate card, write or wire 


and one will be sent special 


delivery air mail. 


On August 24 the nation was electrified with the news of the 


New OUTLOOK 


OUTLOOK PUBLISHING COMPANY 
515 MADISON AVENUE, NEW YORK CITY 


with 


Alfred E. Smith 


Editor 


and 200,000 guaranteed circulation with 82,000 paid subscriptions 
comes from people who are just as selective about the merchandise they 
buy as the magazine they read. And it will be "Front Page,"’ October |, 
when first issue of New Outlook appears. 


Telephone Plaza 3—6969 


PO re 13 | 
. . 
' Receeaceeoeeteeeeh ———_—_—<—<——S_—S_[_—_—$_$— ze 
| | 4 A 
a a. tie fe ‘ | 5 
n 9 ‘ aa ‘3 : 
a | | 
| — ; 
| “ig : ‘ 
“T22t steer came omy doch San the stmain town saree. cht deve sous. Thewe oe the | ? ‘ —— Vt: 
thet deeply smpressed me bi Property owners ince an edided tur etal spats bere water legen — : ) 
wes wrinen by 6 woman —the den of expense amounting to mil) where see ond trust settle —where ; 
mothe: oe typrcal Amerces tam eames of dullers for reper: and re emt and rest erack bret | ay a 
dy Her tthe home had been ved placements nen’ sprang A tow dctew curt dened niet, | ~~ | 7 
trom torechonare by #600! of nnd tee orinin, in my opinion, will spplied wom, will preset these Bi | : 
font, tor whch & part ot Mer A. enced this coming winter whan vital seate—erill tbe vow ower thes | “eee = 
meager coving: hed been pad pent of towr, hve, and even wn crucial winter And will probably ; | ] ee 
—_——_ Trove tee gaihons of fresh past had years expusere to the westher wall tere yous much Grenier expense ‘ A sie er “i 
revered the appearence amd oo be umathe reset the chememts — far repens end replacements aes! Bid ; 
enced the value «/ the property whee bedly weethered wund ead spring and summer ‘Se ‘ 
thet the mortgages hed consented metal will be easy prey lor rot, Cinder existing eendiions, rowmer ere | 2 
to renee the lesen end the etl |= runt end dewey ee coped (6 be) meee testy : 
sae a |. | = 
| could mot help thinking of the sands of property owners is plain. bone you will mot make this conty ly : ch 
theasends of hemes and buildings Vs “pomet or pay” Either you satabe k ; sy 3 
eat we dutty ond erswevtre cunioventc inh Giotilinece Geen os coud tember, itera i 
today due to seversl yeors of neg  gunt or you must the the rish ol gest is © peer bores But on ; " a ST ‘ 
lected pemung, of the autem of  peryng many mes the cow cl gem! = weathered wood, whack @ very i | e. . z <i 
ome owners whe, because of re. 00 repair the damage dune by rot, arouse, such paint is worne then | “a pee * oie S 
duced never and entorced ecom 4 and decay thes winter wcstees. ts gives yen e tates testing / ‘ a 
omy. have been obliged to seerihe® pon 5s tme sevice ok other things, of SHY And leaves you without | } p f . | a 
paiating tor tenes, interest, SET se vee une or buildings eam. — oratection. | an 
ments, tosay nathing ot tund. clot — sists vepgimted mow Newest Prices of well-known, wetahliched é ee 4 
(rh Nest end other ersennale ot ns vou con make will pay better breads of point ere gow the ag 
contort ond teste dovidends. And nothing you con lowest ia Sfieon years Kamugh { is = 
Vow hove seen these pamt-sterved buy mull make you and your femudy Gand, dependable pent can be pur te Be Ep 4 | al 
howses ond buddings, os hove | feel so upiified and cheertul chesed tore le dollars te protect a i bug ', ms 
ree a & gi 
sen vor buskdeng, % Od 4 GE as 
po ieee = 
thes tall i yom com. Bhat at hemes do | . § re 
ee ceed oS eal et a bere wh copecuily tothe window amy, ‘me vnel canwoed places ators i . 4 j * 5 
Scempsheetanemschencaer Sretbte euiior puri ond "71> ‘ : i ‘i 
commeican.tarw.encndinn? Sante mon dow ming = <fom | 2o- } sd : 4s 
Le tae enseore sation 66 = 4 . ; 
LS | ( pe an i * 
ered by the followung pasa! manafectercrs ond thew dealers ns . pote: = s s 2 
CE TE LEAD AMD COLOR WORRS LINCOLN PaUNT & COLOR CO. reat anton semoue co | a | x 
ORTRONT WITH LEAD womns, THE LOWE SROTHERS CO PENINSULAR PasmT & vammenn Co | — x | aes 
+ © wees 0 cw. 1 ee & 08. Te EO LL Aa Oe | , af P Fi Deo x wo a | PF rime AIT i 
— ————eee _— | | me | | eh pe) 
| a . __|f ake 
| i Res 
: Eat 
Phra: ay 
ae ; ee 
_——————————— | eo: 
i eo ke 
te See 
| | ——— z = : 
ae : oe eee 
| ss imse 1" 
a ea i 
4 ge ron 
| net rae 
eae te 
De = ; 
a 
ier 
Birth 2eue 
en ee 
| | ae Kee 
| | 
: er 
es ih ee 
One er ar 
ty no ee he 
‘0- ieee 
yr | | | il 
Se Ces Pat tia” - 
7 aa... — — eee eee eee — a) geet ee 
—_—_—_—__—_—__———_oeeeeee_ Se 
ee RN ER A A Re RN A AR RN NR NY A A ERE RT A LR NT a me cece 
ng Pee 
e- ee 
wl . : Bees. - 
Y/ <o_| THE Ka ee es Beh 
ys one — ; o Git Teneo See h 
=| = wee Be 
as AA ae te ee Bi ah 
2 7 SEW | Sat Sines Be Sn 
Ly, Sa Xs \ at 
re “ Ps Aa 
Z rsburse S ~ WV % Witenes ; 
of (2 Woe » ofa AZ Wiherra gt oe 
—E yw oo ot\F A FOR ¥ 
AF w st ZZ, SS a 
ro- VO es wZ =) ena we 
WW, oF x we) SA Reece 
m oe 2 Bimes \W 4 eT hee 
. G f=") tes A™ a \\ 
C09 | Se — orto® Z 
2G \ Za YW 
Zs Gz ~ S \ usaeoe « ; oie 
ae —_ (A9] ew ovteol- I f . 
ox: Phew AY * 
a \\ roy: = 
y WE [STS Viden. Z ; « 
—_— —— oro —*©WO >= ¢ 
SS a ey tere. | S/S SVeuy : 
ed C She Boston Post SF) V/S/S/STS 37, ot 
eee S/S / SS 4 
ce, Se <= | =| stereo €.smitH new / =s /S I, conte s is 
Ss. ~ be x. = leona evn NEW OUTLOUR ee /— [Re ag ali 
4 <2 Ui Sy | === Be / —/ SS . 
ec- hey ee sn wth = | / SS 2 aot 
ms. Se May / =| = Ff she 
th, 4 SSC Md S >= Meg = | Bl / SS " 
nd Y. S/T B= OSs! co 
Me Ss VS/S/S/ STS KH r ‘ es at 
ey He oe 
ry a 
nd ea a 
rst ia 
for Br a 
y’s was 
eer: 
31, a 
st, a 
Be ; 
| : 
nok 
ae 
Pa 
Pe ao 
ae 
ia | 
_| 
ba " 5, : er r a sei * Sa Se 2 ST (Pe ee ese gine TM a mee a Pea ay a ae as bere Bayh Laer NAP Ss 
Prete ie ye Se ci. ik ea a ce tee er eee a RMS i Ry Maw ie, hie peer iw ale. Akar eta Shem Berean ee a5." SG ee aap ae he ca Wann iT ieee? agit GieNeinn) royce ute. cae pa nen Tante ee Weg em oF AM ts |i RO oe eRe Cee Sehr ean ee oe oe 
BEE Wie ik a on he Rte Ss is gear eee yc Phi Naat a oe eae Rane cea ees an ete ea oly sy ct a ge 2 ia cae SP aa 3 Tr Gre Pan eee eke eth ee rte eeu. Oats See fete bre Bie ep ho peer. fees 8 oe Sapa pea) FA) = 
20, EER a Mie ronge C1 GS a hee a le ae as Uae Te lik Oia mee ae Met here herent ies ae ot oo enti 3 alam bot Naaieagiene eerie tat: 8 CUS ch git fy urement ory. Cin, Ane maaan tela nn am ee AL AMEE aE ee” ae 
: So EE MEER RRO SEE SS Fn rr AS Os Ero. Oe mene Rane ter Mr eens Mec menE age Ta LSS cemena SA ae 
> ‘equim. Gy i ape eee rey al ; K Neti ent ee eat Su Miele pa "a ti Ae A Mier eae he es ’ =" paid,” Yee ae a: ne ee Sol eee ree ee 
», " —— 4 ¥ & * ¢ ‘ . “ bo 7 te £ * z %. 
en y leeiereaeet Ba ee ae goa eM gee NE oe oe he ea ee ee Recent yo Re ee Ra aor ese gt yaaa co) cia 5 an ae Sea ee a got Sled oa ame ial iad pai, pes Bercy oie = ee 
enol By ee eee ee i iy ee UR i el ge ee epi ena eins age 2 eas Sree tp home hae |G” Sasa 2, nigga raeiailc.¢, 2: kes 
sg! aie ane is a ec Gna aaa; a Be i ys TEAR ere aie Safe ee, Prams te a Tete y og cer es ae hg Loree heater oan cane (Se ae Wet eee Bi Cee Be a 
a (or ae cn peak Da Nene: ae ‘be. eateries oh nag ST Re eee ated 2 Te Saag 2 jag GeO RDG en oa NG's Met oN prea Met e ns eye neil aha Cer ae SAR Sean or Ory Aes ce HI ig atte: hat aye EN ge aie a 9 
bi Wi ine eae ne ei Vote ae or coe * “akg Vdecre Soames aa ial ee ee cd Wmataaioeh scoters ee ca Tt cee oe ceil Maas ae eet ake Vas wee es eta SAR aa ES 
BBhe sate hats oe a oe EE ee foc 2 et ea et) eae > 4 Ga LS SA et eee gs POG Sed) Lo a ae FANS en Sein a hea ec eases ser me hh a, st ah Toy Bins cee a ote es | Se a ae a Weipa PS | A a ae eee Sot yiel 4 sag OF 


14 


ADVERTISING AGE 


September 10, 1932 


Government 
Reports 


CENSUS OF AGRICULTURE. 


Fifteenth census of the United 
States, 1930: Agriculture, lowa, sta- 
tistics by counties, third series, type 
of farm. (Census Bureau.) 10. 

Fifteenth census of the United 
States, 1930: Agriculture, Nebraska, 
stastistics by counties, third series, 
type of farm. 1932. 71 pages. (Cen- 
sus Bureau.) 10c. 

Fifteenth census of the United 
States, 1930: Agriculture, Ohio, sta- 
tistics by counties, third series, type 
of farm. 1932. 67 pages. (Census 
Bureau.) 10c. 

Fifteenth census of the United 
States, 1930: Agriculture, Colorado, 
statistics by counties, third series, 
type of farm. 1932. 51 pages. (Cen- 
sus Bureau.) 10c. 

Fifteenth census of the United 
States, 1930: Agriculture, forest pro- 
ducts cut on farms and nurseries and 
greenhouses. 1932. 8 pages. (Cen- 
sus Bureau.) 5c. 

Fifteenth census of the United 
States, 1930: Agriculture, Michigan, 
statistics by counties, third series, 
type of farm. 1932. 64 pages. (Cen- 
sus Bureau.) 10c. 

Fifteenth census of the United 
States, 1930: Agriculture, Pennsyl- 
vania, statistics by counties, third 
series, type of farm. 1932. 54 pages. 
(Census Bureau.) 10c. 


CENSUS OF DISTRIBUTION. 


Fifteenth census of the United 
States: Census of distribution, re- 
tail distribution, merchandising se- 
ries, furniture chains, including a 
section on other home-furnishings 
chains. 1932. 11 pages, map. (Cen- 
sus Bureau.) 5c. 

Fifteenth census of the United 
States, 1930: Census of distribution, 


Fifteenth census of the United 
States: Census of distribution, 
wholesale distribution, States series, 
Montana. 1932. 21 pages. (Census 
Bureau.) 10c. 

Fifteenth census of the United 
States: Census of distribution, re- 
tail distribution, merchandising se- 
ries, drug store chains. 1932. 21 
pages. (Census Bureau.) 5c. 

Fifteenth census of the United 
States: Census of distribution, re- 
tail distribution, merchandising se- 
ries, ownership groups of department 
stores. 1932. 15 pages. (Census 
bureau.) 5c. 

Fifteenth census of the United 
States: Census of distribution, re- 
tail distribution, merchandising se- 
ries, shoe chains. (Census Bureau.) 
5¢. 


CENSUS OF MANUFACTURES. 


Fifteenth census of the United 
States, manufactures, 1929, State 
series, Nevada. 1932. 4 pages. 
(Census Bureau.) 5c. 

Fifteenth census of the United 
States, manufactures, 1929, State se- 
ries, New Mexico. 1932. 5 pages. 
(Census Bureau.) 5c. 

Fifteenth census of the United 
States, manufactures, 1929, State se- 
ries, Louisiana. 1932. 7 pages. 
(Census Bureau.) 5c. 

Fifteenth census of the United 
States, manufactures, 1929, State se- 
ries, Montana. 1932. 5 pages. (Cen- 
sus Bureau.) 5c. 


CONSTRUCTION INDUSTRY. 

Fifteenth census of the United 
States: Construction industry, State 
series, Iowa. 1932. 24 pages. (Cen- 
sus Bureau.) 5c. 


MINES AND QUARRIES. 


Fifteenth census of the United 
States, census of mines and quarries, 
1929: Montana, North Dakota, South 


Dakota, Wyoming, Nebraska. 1932. 
16 pages. (Census Bureau.) 10c. 
POPULATION. 


Fifteenth census of the United 


retail distribution, merchandising se-| States, 1930: Population bulletin, 
ries, jewelry chains. 1932. 9 pages,| families, North Dakota. 1932. 24 
map. (Census Bureau.) 5c. pages. (Census Bureau.) 5c. 
y N 
John Randolph Hearst 
Vice-President 


THE INTERNATIONAL MAGAZINE CO., INC. 


announces the appointment of 


LAURENCE A. WEAVER 


Director 
Group Sales 


for 


THe STUYVESANT PusticATIONs 


Harper's Bazaar 


Town & Country 
Home & Field 


W 


DEVELOP NEW TECHNIQUE FOR STOVES 


Barnes-Crosby Co., St. Louis, claims a new method of making half- 

tones which brings out the stippled effect of stoves, details of other 

products. This cut, for Oakland Foundry Co., Belleville, Ill., required 
several photographs. 


AVENUE DEALERS 
WILL RENOUNCE 
PRICE. APPEALS 


Celebrate Jubilee with Re- 
turn to Quality 


New York, Sept. 8.—Participation 
by leading Manhattan retailers in 
the plan of the Fifth Avenue Asso- 
ciation to commemorate the Silver 
Jubilee of Fifth Avenue as a business 
street Oct. 1-8 has given birth to the 
Quality Week movement, which gave 
evidence this week of driving home 
to retailers the ineffectiveness of 
price appeals and the advantages of 
merchandising quality goods. 

Following the announcement of 
the New York merchants, retailers 
in Brooklyn, Philadelphia and 
Newark announced they will coordi- 
nate similar events in their cities, 
and inquiries expressing intense in- 
terest were received from Cleveland, 
Boston and other points. 

This turn of affairs led to the for- 
mation of an honorary national 
committee to sponsor the national 
movement, headed by Roy D. Chapin, 
Secretary of Commerce. It includes 
Governor Franklin D. Roosevelt, state 
chairman; Ogden L. Mills, Secretary 
of the Treasury; Roy Howard, chair- 
man of the board, Scripps-Howard 
Newspapers, and other important 
figures in public and business life. 


Plan Special Advertising 


The program of the Fifth Avenue 
group calls for a month’s intensive 
merchandising of quality goods, cul- 
minating in a week of special win- 
dows which will be advertised as 
a $25,000,000 educational exhibition 
of the finest merchandise the world 
affords. While advertising will be 
increased and there is a tacit under- 
standing about price copy, plans for 
the present do not involve co-opera- 
tive advertising or standardized pro- 
motion. 

The Fifth Avenue Coach Co. will 
advertise the event with posters on 
its buses and the New York Edison 


Company will install special lighting 
for the week. 

Manufacturers, the Fashion Guild 
Association of America, the Dress 
Council, the Bureau of Trade Rela- 
tions, the National Retail Dry Goods 
Association, and other organizations 
have pledged their aid. 

“Our objectives are to raise stand- 
ards of retail business, promote 
quality buying and revive confidence 
in established business institutions,” 
said Capt. William J. Pedrick, presi- 
dent of the Fifth Avenue Association. 

“We believe with many of our 
leading merchants that this is not a 
cheap country, and cheap, shoddy 
merchandise cannot for long appeal 
to shoppers and buyers. Worthwhile 
and good style merchandise at a 
price that will, when sold, give all 
concerned a fair profit and satisfy 
the shopper is to be Fifth Avenue’s 
challenge to the depression.” 


Borton Heads Chicago 


Program Committee 


E. G. Borton, advertising manager, 
La Salle Extension University, has 
been appointed chairman of the pro- 
gram committee of the Advertising 
Council, Chicago Association of Com- 
merce. Other members are: 

W. J. Byrne, Chicago Tribune; 
G. D. Crain, Jr., ADVERTISING AGE; 
Philip Erbes, Printers’ Ink; Keith J. 
Evans, Joseph T. Ryerson & Son; 
Arthur Ogle, Bauer & Black; J. R. 
Pershall, Public Service Company 
of Northern Illinois; J. M. Rodger, 
McGraw-Hill Publishing Co.; Lyman 
L. Weld, Mitchell-Faust-Dickson & 
Wieland. 


Names McJunkin 


Mama Cookie Bakeries, Chicago, 
has placed advertising of its new 
product, Mama’s Malted Milk Dessert, 
with McJunkin Advertising Co., 
Chicago. 


Represents “Dispatch” 


Allen-Klapp-Frazier Company has 
been appointed national representa- 
tive of Michigan City (Ind.) Dis- 
patch. 


New Health Drink 
Carrot juice is the latest health bev- 
erage, several New York restaurants 
having joined in introducing it suc- 
cessfully. 


Kite Family Grows 
Manny Kite, advertising manager, 
The Chicagoan, and Mrs. Kite are re- 
ceiving congratulations on the birth 
of a son Sept. 8. 


Coming 
Conventions 


Sept. 12-15. Annual meeting Fi- 
nancial Advertisers Association, 
Congress Hotel, Chicago. 

Sept. 14-17. Annual meeting News- 
paper Association Managers at Chi- 
cago. 

Sept. 19-22. Annual convention 
Association of Advertising Specialty 
Manufacturers - Importers - Jobbers, 
New York City. 


Sept. 26-29. Advertising Specialty 
National Association in New York 
City. 

Oct. 2-4. Annual convention Mail 
Advertising Service Association, 
New York City. 

Oct. 5-7. Annual conference Di- 
rect Mail Advertising Association, 
Hotel Pennsylvania, New York. 


Oct. 16-18. First District, A. F. 
A., at Hotel Kimball, Springfield, 
Mass. 


Oct. 16-19. Annual convention Ad- 
vertising Typographers of America, 
Hotel Gibson, Cincinnati. 


Oct. 20-21. Annual meeting Audit 
Bureau of Circulations and affiliated 
organizations, Chicago. 


Oct. 24-26. Annual convention 
Outdoor Advertising Association of 
America, French Lick, Ind. 


Oct. 27-29. Tenth District, A. F. 
A. at Austin, Texas. 


Nov. 14-16. National Association 
of Broadcasters in St. Louis. 


Nov. 16-18. Annual meeting Asso- 
ciation of National Advertisers at 
Atlantic City. 


“Screen Weekly” 


Appoints Specials 


Steven C. Rawlins and C. M. Hunt 
have been appointed special repre- 
sentatives of Screen Weekly, New 
York, in the Chicago and mid-West 
territory. 

Gabriel Payne will represent the 
magazine on the West Coast and 
C. W. Fuller in New England. 


Name Representatives 


Council Bluffs (Iowa) Nonpareil 
has appointed Cone, Rothenburg & 
Noee national advertising representa- 
tives. Newbell & Anthony have been 
appointed national advertising repre- 
sentatives of Ludington (Mich.) 
News and Beckwith Special Agency 
has been appointed by Brooklyn 
Citizen. 


Now “Sally Woodward” 


Ruth Y. Lichtenberg, vice-president, 
Women’s Advertising Club of De- 
troit, is now “Sally Woodward,” con- 
ductor of an air-column of society 
and club gossip over WWJ, Detroit. 


Offer Tissue Compact 


National Cellulose Corp., New York, 
has introduced compact of cleansing 
tissues to fit the handbag. Advertis- 
ing is directed by Abbott Kimball, 
Inc., New York. 


F. G. Porter Dead 


Francis G. Porter, account execu- 
tive for Stack-Goble Advertising 
Agency, Chicago, died@ Aug. 29 fol- 
lowing an automobile crash. He was 
51 years old. 


Joins “Family Circle” 


Joseph H. McGillvra, formerly with 
Red Book and American Druggist, 
has joined the advertising depart- 
ment of The Family Circle, New York. 


Meeker Joins Agency 


R. J. Meeker, formerly national ad- 
vertising manager, Houston (Tex.) 
Post-Dispatch, has joined Mortimer 
W. Mears, Inc., St. Louis. 


Tudor with Berry 


Barwick Tudor has been appointed 
manager of the maritime branch of 
Berry Bros., Montreal, paint and 
varnish. 


Joins Kraff Staff 


Katherine Busch has joined the 
staff of Kraff Advertising Agency, 
Minneapolis, as radio continuity 
writer. 
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“ROUND 
FIGURES” 


500,000 


‘ form the basis for many optimistic ie 
coverage claims which results do not justify. From the beginning, KSTP has foreseen as eS 
f inevitable the ultimate selection of radio outlets on a basis of practical value and actual 


return. Accordingly we have from the very beginning considered our primary 


; CIRCLE OF COVERAGE 


F. 

’n as a fifty-mile radius from the Twin Cities. In this concentrated area lives half the 
, population of Minnesota—more than one million people—available to our clear, 10,000 
at watt signal for 19 continuous hours each day. An additional million—and more—peo- 


ple outside this arbitrary area have access to our programs but do NOT affect our 
rate, based solely on the concentrated area within fifty miles. 


ls 

: RADIO CIRCULATION 

“ is therefore an arbitrary figure—a ROUND FIGURE. More careful analysis 
nd of factors which produce results leads to the importance of considering station popu- 


larity and "pulling power" as the real measure of 


‘t RADIO COVERAGE 


h.) This is why advertisers and their agencies who must show RESULTS 
v4 look straight through "round figures" of circulation claims, and demand proof of audi- 
ence, whether they have a national campaign, or one wholly centering in 


: THE TWIN CITIES MARKETING AREA 


ing | where this station, sole Red and Blue chain outlet, (I) stood 5th place in NBC mail 
report for 1931, (2) received this spring 137,204 letters for a single announcement in a 
single program, (3) is credited by the most authentic national survey with 87.8 ‘firsts’ 


ecu- out of each hundred inquiries over all other Minnesota stations, and (4) already has 
tol so little "cream" time for sale that this advertisement is really just a piece of institu- 
was tional copy. But if you like to ride a "success-special,"’ here 're our phone numbers— 
; direct wire service, too, and we'll surprise you with our immediate replies to your 
iii inquiries. 

gist 


| Stanley E. Hubbard | Ford Billings 
, Vice-Pres. & Gen. Mgr. Gen. Sales Mgr. 
l ° 
we.) 
imer ; : 


ST. PAUL MINNEAPOLIS 


h of Minneapolis Office: Executive Offices: _ _--_. New York Office: 
and Radisson Hotel — St. Paul Hotel 1010 Graybar Bldg. 
MAin 5331 Saint Paul MOhawk 4-4999 
CEdar 4400 


|) The Northwest's Leading Radio Station 
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Provost Joins Mears 


C. C. Provost, for 11 years secre- 
tary and treasurer of Cutajar & Pro- 
vost, New York, has joined Mears 
Advertising Agency, Inc., New York, 
as account executive. 


Are You Game 


To Try It? 


Coarasre Men 
oF CHARACTER, out of posi- 
tion, or in position and wish- | 
ing to change, may find a 
place for themselves in life 
insurance — if they possess 
the industry and patience 
to build up a permanent 
clientele. 


The capital required is 
the will to work and be con- 
tent with moderate returns 
at the start, being assured as 
the years go on of a sub- 
stantial and increasing per- 
manent income. 


If you are game to try it, 


write John Hancock Inquiry 
Bureau, 197 Clarendon St., 
Boston, Massachusetts. 


FE INSURANCE Com 
OF BOSTON, MASSACHUSETTS 


A mutual, dividend-paying com- 
pany, 70 years in business. 
Among the strongest in reserves 
and assets. Paid policyholders 
in 1931 over 87 million dollars. 
Offers every phase of personal 
and family protection, including 
also Annuities and the Group 
forms for firms and corporations. 


A. A. 9-10-32 


Anything 


Advertising Agency 
Worcester, Mass. 


Anytime & 


Anywhere 


FOR THOSE WHO 
“== LIKE THEIR CAR- 
TOONS WITH LOTS 
OF SPIRIT, CALL 


Sid 


ADVERTISING CARTOONS 


HARRISON 3200 
29 QUINCY ST- 
CHICAGO 


2 


BEST BY COMPARISON 


“AJA X= 
PHOTOSTAT 


COPIES 


=e LET US SERVE YOU a= 


_33W.ADAMS ST. CHICAGO } 


that even the treasurers 
of advertising agencies 
and publishing houses 
would be amazed. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 


ing pantries, frigidaire and 
large closets with every 
suite. 

* 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave. 


New York 


Tel. Wickersham 2-1400 


FOREIGN LANGUAGE POSTERS GREET OLYMPIC GAMES 


Foster «« Kleiser 
Sree 


H E RE S HOW the Olympic Games visitors 
would Say : 


from JAPAN 


ROG) teem ewe 
ses’ :#" "2 epaseanaent 
Toe! Seem wee eee 


wa 27" Beaters 


Twenty-two different languages were used for Weber's Bread during the Olympic Games in Los An- 


geles, appearing simultaneously. 


GREEN, FLAME, 
NEW COSMETICS 
FOR FALL WEAR 


New York, Sept. 8.—The cosmetic 
market is slated for mushroom ex- 
pansion this fall following the edict 
of fashion rulers that the well- 
groomed woman will henceforth have 
in her make-up box as many colors 
as there are hues in the rainbow. So 
they will not resemble battle-bent 
Comanches, the ladies will use two 
or three harmonizing colors at a 
time. 


The news came out with the open- 
ing of the retailers’ merchandising 
conference arranged by Harper’s Ba- 
zaar for Sept. 8-16 at its galleries 
here. More than 1,500 retailers pres- 
ent at the opening session heard 
Kathleen Howard, Carola dePeyster 
Kip and others of the magazine’s edi- 
torial staff describe the new styles 
and tell how to merchandise them. 


Miss Kip Tells All 


The latest expression of the vogue 
for color had its inception in colored 
nail-polish, it was explained. Unable 
to agree as to which of the several 
shades available was the most fash- 
ionable, the ladies settled the argu- 
ment with the rule that the polish 
should match the gown. 

Pursuing this reasoning further, 
the question arose, if nails should 


match the gown, why shouldn’t faces 
be ensemble? 

“It’s very simple,” Miss Kip ex- 
plained. “Blue draws color from the 
face, so with a blue gown a powder 
of ochre and rouge of bluish red will 
be worn. If the blue gown is being 
worn with blue eyes, the eye shadow 
will be green or blue. 

“White-haired women and plati- 
nums wearing plum colored gowns 
will use bronze eye-shadow, changing 
to a dark violet eye shadow with a 
purple gown. Green calls for green 
eye shadow and green mascara on the 
eyelashes with rich flame lipstick and 
blush rose rouge.” 

Acting on the magazine’s sugges- 
tions, retailers will see that models 
and mannequins wear the right faces 
and that the clothing and piece goods 
departments are equipped with sup- 
plementary cosmetic ateliers in order 
that customers may change to the 
correct color schemes as they sample 
hats and gowns. 


Paroma Appoints Wesley 


Wesley Associates, New York, have 
been appointed by Paroma Draperies, 
New York, ready-made draperies and 
drapery materials. 


American Gas to Ayer 

American Gas Machine Co., Al- 
bert Lea, Minn., has placed its ac- 
count with N. W. Ayer & Son, Phil- 
adelphia. 


Sniffen with “Elks” 


Frank D. Sniffen, for three years 
eastern advertising manager of 
Shrine Magazine, has joined Elks 
Magazine, New York. 


CONOVER TIES UP 


WITH SUPER SUDS| = 


Chicago, Sept. 8.—Despite its in- 
troduction during August, when radio 
audiences reach their lowest ebb, the 
tie-up effected by Conover Company 
with the Clara, Lu ’n Em radio pro- 
gram of Super Suds, product of Col- 
gate-Palmolive-Peet Company, has re- 
ceived such favorable reception that 
it will be continued for 13 weeks. 

Under the co-operative agreement, 
a Conover portable dish washer is 
awarded daily for the best letter on 
why Super Suds is preferred to any 
other form of soap. Letters must be 
accompanied by a Super Suds box 
top. 

The Super Suds advertising an- 
nouncement following the daily 
Clara, Lu ’n Em broadcast contains 
about 400 words, of which at least 
one-third are devoted to describing 
the merits of the dish washer. 

In addition, Colgate-Palmolive-Peet 
distributed over 100,000 display cards 
to dealers, featuring the contest and 
illustrating and describing the Con- 
over dish washer. 

During the contest, Super Suds’ 776 
salesmen are devoting Saturdays to 
demonstrations in the stores of lead- 
ing dealers, in which Super Suds, 
Conover dish washers and the radio 
contest are given equal prominence. 
Approximately 10,000 demonstrations 
will be given. 


Conover Company used a page in 


SHELL POSTER MAKES BID FOR EXPERTS' RECOGNITION 


“‘Course-My Daddy uses Shell” 


This is the latest poster in the Shell series in the Middle West. All have been entered in the Outdoor 
Lenete ite eae to be held in Chicago next month. Outdoor Advertising Agency of America 


peptins the account. 


August Electrical Merchandising to 
acquaint dealers with the contest. 

Details of the co-operative plan 
were worked out by F. H. Ward, 
sales promotion manager of Conover 
Co. Johnson, Read & Co., Chicago, 
is the agency. 


Perfects Upright Tube 


Gibbs of London has introduced a 
shaving cream in a tube with a cap 
the size of a half dollar in diameter 
which permits it to be stood upright 
in fhe medicine cabinet. 


/ 

THe drug business 
defies depression." 
There are many rea- 
sons—but effective 
use of the dealer's 
window is by no 
means the least! 


EINSON-FREEMAN CO. 
LITHOGRAPHERS 


NEW YORK.. Starr & Borden Aves., fone Island City 
GIBARG, TEE... ....0.0 00500000 rigley Building 
TON, MASS....... - 302 Park ‘ion Building 


uy 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


new 
money ! 


Iowa sells 12,000,000 hogs 
annually. The recent price 
rise of 47% for hogs gives 
Iowans a tremendous NEW 
SPENDABLE INCOME! 
Reach it through the state- 
wide circulation of The 


@ Des Moines 
Register and Tribune 


245,241 Daily 


SMALL Aps 
THAT SHINE 


To set type that secures the 
greatest yield in small space 
gives me pleasure. If proofs 
don't click ...don't pay me. 
Single ad this sizeabout $3.50, 
electro at scale. Mail a trial 
order...on speculation. Just 
give the size and publication. | 


LeVasseur Typographic Service 
497 Franklin St. « Buffalo, New York 1 
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ADVERTISING AGE 


HOSPITALS— 


Most of the leading advertisers of food prod- 
ucts appreciate the importance of the hospital 
market so thoroughly that they have set up insti- 
tutional departments through which to take care 
of this business. 

These departments are regularly producing a 
decidedly attractive volume of business from hos- 
pitals, by studying their requirements, providing 
the desired type of package and service, and by 
advertising their offerings in HOSPITAL 
MANAGEMENT. 

Specialized attention to this field pays! 

In the first place, the hospitals represent a 
constant food market, represented by more than 
1,800,000 daily population—including patients, 
nursing and medical staff and administrative per- 
sonnel. That means 5,400,000 meals every day, 
and requires an expenditure for foods of over 
$200,000,000 a year. 

The market is large in volume but compact in 
size. From a practical sales standpoint, the sev- 
eral thousand institutions representing the bulk of 
the business can be called on easily and inexpen- 
sively. And they are worth calling on, because 
they are constantly in the market. 

The percentage of food purchased and used 


under medical direction and control is negligible. - 


The food department operates under the direction 
of the superintendent, the administrative head of 
the hospital, and is usually in immediate charge of 
a dietitian or steward. 

The executives concerned with the choice of 
food products for hospital use of course read the 
publication in which they can find most informa- 
tion on this subject — HOSPITAL MANAGE- 
MENT. This magazine—the only strictly admin- 
istrative publication in the hospital field—has for 
many years presented more information about 
foods and food service than any other hospital 
publication. 

In one twelve-month period, for example, 
HOSPITAL MANAGEMENT published 53.5 
pages of material on this important subject, in- 
cluding twenty-five feature articles contributed 


HOSPITAL MANAGEMENT 


‘The Practical Journal of Hospital Administration 


537 S. Dearborn St., Chicago 


A Major Market for Food 
Products and Equipment 


Member A. B. Cc. —A. B. P. 


+ wong 


by leading authorities on institutional food service 
and management. The proportion of the entire 
editorial content devoted to this subject was 9.7 
percent—nearly double that of any other hospital 
journal! 

Advertising of food products and equipment 
appears in HOSPITAL MANAGEMENT in the 
special section devoted to this subject—thus pro- 
viding a background of reader interest in the prod- 
ucts advertised which it would be impossible to 
develop in any other way. 

That is why the editorial policy of HOSPITAL 
MANAGEMENT, which is devoted to the admin- 
istrative rather than the professional phases of 
hospital work, is of so much advantage to the ad- 
vertiser who sells to executives. The whole edi- 
torial content is favorable to that type of 
advertising. 

The value of the market and the ideal service 
supplied by HOSPITAL MANAGEMENT are in- 
dicated clearly by the regular use of the magazine 
by such leading advertisers as Jell-O, Heinz, 
Libby, McNeill & Libby, John Sexton & Co., S. 
Gumpert & Son, Continental Coffee Company, 
Onondaga Pottery Company, Edison General 
Electric Appliance Company, Waters-Genter 
Company, Kelvinator, International Nickel Com- 
pany, Hall China Company, Fearless Dishwasher 
Company, etc., etc. 

The editorial and business staff of HOS- 
PITAL MANAGEMENT will be glad to discuss 
with any food products or food equipment adver- 
tiser the results of sixteen years’ experience in the 
hospital field. Our service to advertisers includes 
marketing counsel, lists, sales leads and other 
selling helps. 

In dealing with HOSPITAL MANAGE- 
MENT, you are working with the only hospital 
magazine which is a member of the Associated 
Business Papers, Inc., the national association of 
business publishers, whose standards of practice 
insure the highest type of service to both readers 
and anne Of course it’s a. member of the 
A. B.C, 


Graybar Bldg., New York 
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HATS OF "GAY NINETIES" INTRIGUE BOSTON DAMES 


— 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


VASSAR MAKES BOW IN NATIONAL MAGAZINES 


Chandler & Co., Boston department store, created new interest in fall styles by showing what was 
being worn four decades back. 


NASH ROMANCE SERIES REPORTS ARRIVAL OF "FIRST" 


Nash's unusual poster series reached its climax this week by adding 
one to the popular and hitherto familiar group. The series marked 


NEW AILMENT the first use of metallic inks on posters 


Story on page 6 


¢ CONTAINER FURTHERS ADVERTISING APPEAL 
NEW MEDIUM FOR MAXWELL HOUSE COFFEE Sy cnaling- <<ajiemaiaaia — wn 


Does it affe 
YOUR wang? 


CHAMBERLAIN bs 


LT ViOLE 


fon nanos AND >* 


Chafing does far more than cause 
discomfort. It affects your walk- 
ing and robs you of grace and 
poise. If you are subject to 
chafing, use Mentholatum. It 
will quickly relieve the irritation 
and bring comfort. Always have 
Mentholatum handy. in oe 


or jars. Smoothness, keynote of advertising for Chamberlain's Lotion, is again 
Mi suggested by these new bottles designed by Simon deVaulchier. 


e 


This new Polyrota sign in New York is an English invention, there be- 

iw hag ah a few in this cou The circular sections in the panel re- ~ 

v 11 seconds, descri jing a complete revolution. Then they 
eS Tar far the coat length of tne 


[At left) With the close of the sunburn season, Mentholatum is turning 
its attention to other subjects through Batten, Barton, Durstine & 
Osborn, Chicago. 
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